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1 lave you seen behind the cover of this presentation? 
It paints the true picture of NIGHTTIME RADIO toda y. 




Get the presentation 
from your Petty 
representative. 
Learn all the details 
about the huge 
audiences available 
at low cost to the 
shrewd advertiser 
uho uses 

NIGHTTIME RADIO 

now. 
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EDWARD PETRY & CO., INC 
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DO CLIENTS 
DUCK 15% ON 
TV PACKAGES? 

Upcoming ANA report 
reveals over a dozen 
major ad?erti>er.- do 
not pay the agene\ 
commission on televi- 
sion >hou package-. 
Here's what thi- mean-. 

Page 31 



Is radio 
a primary 
medium today? 
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Can television 
sell after 
midnight? 
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Armour's 
"split" marketing 
personality 
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314,483 Dick Wellings . • • 



KPTV 

TULSA 



Dick Welling lives in Tulsa and oil is the business at which he makes his 
living. Dick works for one of the 500 major oil companies that headquarter there 
and make Tulsa the "Oil Capital of the World." 

Like other average Tulsans, Dick's income is 20% above the U. S. per capita 
average and his family owns more automobiles than the average family in 
any of the first 25 television markets. Dick is typical of rapidly growing, 
prosperous, cosmopolitan Tulsa. 

There are 314,482 more television families like the Wellings in the big area 
served by KOTV Smart advertisers want to reach them. They do it over 

KOTV, the station that has more viewers in the rich Tulsa market than all 
other stations combined. Represented by Petry. 

Sources: ARB 5/57, NCS #2, TV Mag. 8/57, Copyrighted . . . Sales Management 1957. 



A CORINTHIAN STATION Responsibility in Broadcasting 



KOTV Tulsa . KGUL-TV Galveston, serving Houston WANE & WANE-TV Fort Wayne .WISH & WISH -TV Indianapolis 
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Are clients ducking the 15% on tv packages? 

31 Current \\ \ survey will reveal that over a do/en major adverti-ers are 
not paying commissions on package shows. How far reaching is the trend ? 

Is radio a primary medium? 

34 1" Philadelphia, Good Humor put all its eggs in radio's basket and 
hatched a real winner. Sales results dispelled any doubts about radio 

Can tv sell after midnight? 

38 Top-selling Oldsmubile dealer hiked sales from 8100,000 to $10 million 
in 8 years with tv. Running for office, tv polled him over 100,000 votes 

How tv spans Armour's split marketing personality 

41 Armour and Co. has the two-fold marketing problem of selling both 
soaps and foods. Television bridges these two with network shows 

Timebuyers of the U. S. (part six) 

45 Most extensive list of timebuyers yet published links timebuyers with 
their accounts and gives the agency's address, telephone and executives 

Tv network comparagraph has latest costs 

63 Prices of all new shows coming on during the next four weeks; early 
summer ratings of net shows are featured in this latent Comparagraph 
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WHO-TV 
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175,650 
176,340 


121,620 
123,430 
104,930 


21 1 ,500 
204,280 
21 8,690 


166,460 
1 63,920 
148,320 




NCS No. 2 proves that more Central Iowa 
families tune to WHO-TV every day, than to any 
other Iowa television station. 

NCS No. 2 covered 54 counties, with Des Moines' 
home county of Polk accounting for only 243 ( /c 
of the total television homes! 

Because it is backed by 33 years of broadcasting 
integrity, public service and believability, 
WHO-TV — like WHO Radio — assures adver- 
tisers of BIG audiences . . . BIG results. 



WHO-TV is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO R.idio. Des Moines 
WOC-TV, Davenport 
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FROM THE DESK OF 

GORDON McLENDON 

oWA .fat S"^ * t^-tf 



By BILL BARKER 

Dallas, May !*• 

„f Texas comm e ma fi ^ 

lhave put WB e « er ' ma 0 r mar- 
stations n the tnrw ^ An 
Vet? , Dal as Houston wh 

Itonio. Alreaoy <j top.highly 
generally ^.°.f "Klas KtlF ) 
profitable >" d,e . s „ ,n K TSA) , McLen-, 
and San Anton o CKXSAj^n j 
don threa to ^ wn , ch 

same "bliU " ea T n tonio one year 
he bowed m San Am KTSA 

L g0 and .» »^to»» f ^ listening' 
from 2-7, to JO * , ace there., 
laudience. to taKe n« y today 
McLendon s . first m {rom 
Las a change m caU J e"^. I 
KLBS to KILT, latwr & 
his nickname. The k ] 
man." He's in . H ° u " ere hip and to! 
Tor the change , o{ the 

lokay complete rem . te pro- 
Milby Hotel stud os. Co mp^ 

gram change » " ~ of thorn tm- 
Sejays on tap. three o >sKTs 

ported ^ I " n M ^ 0 motionally. Mc- 
San Antonio. Promo seV eral 

Lendon said I ve P tried! 

Lew things that we me 

before. The Houston m . d , 

L gr eat deal t mi a have the 

to pu« out e% *|7 the market. I'm, 
best stat.on .n the m RUF 

even throwing , >n my 
Idisker, Art J^'* 'month loan, 
ton battle on a one m {rom 
Deejays due « {ter noon| 
KTSA, San Anto"^ or Don 
spinner and program Bob Stev- 
Keyes. Elliott r>e'° TSA r eplace- 
Lns. mormng men. KTSA 
ments *'» ElHott-the latter 

Bill Weaver Managing 

Bill Weaver ex^KUF^ex ^ 

went to WKl J . » . Wisconsin! 
McLendon .^"fy the KTSA (San 
airer. and lately in as man . 
An tonio> head. Ukes o^ 

UirerofKlLl.no>" . j st 

' KILT promotion started , 
wee k. » ith the new dj. s and 
!, different high school ^ 
giving a*ay hundred s> pnor | 
ords at each th - is we ek. ran 

to call-letter change ^th. . 
.teaser announcements 1( j 
the May ^ T^xas McLendon 
L eek the * h XoSr " a public) 
sta l\ 0 " S Slinng the appeal of 




'Tex« Tringle' 

— r~>ti«.«l fro. p. tr ,j . 

ol at ll° nS f having excellent coverage 
on low f,t. qU e nc ie Si the n e w D a ? 

1930s. a?Wd'of ,n He t a h r s,TH !e 

CM? Fort^Wortn""^- Gene 
dose, and Howard Da is ftT 
whom McLendon bouAt KLR« 
once had both San i;V .^LBS, 
Houston outlets. ° m ° and 

From 'Sick' to Slick 

his El Paso outlets KFfP ? ' 
His w^'ke ,h»T Staff at Kl LT. 

-«o^ e JSn 5E£ * 

his^rL^eawS^"^ 
Previous! v in plans - ,f a "y. 

Milwaukee; KELp" W WR ^' 
elsewhere, the "Old L PaSO ' and 
has unloaded lot^ dou^°h ,t:hman " 

admi,s h ^^ugh."ha« S a a VSoG / ' He 
S peSt n ra a ? 0 \arir 3 Ar K3 ^ 



:t7t?onrioinec together >n^- rof 
tervice deal, airing the apP^^^I 

fris son Vitwno lV^ I 
Wl \ h Co a ntinu^onpage52, 

' ' — 
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NEWSMAKER 

of the we^ k 



An ad rertisiug man lias sneeeeded an atl vertisinii man as 
president of I'ntfli'r tV* Gamble, the mi/ion's largest tr spend- 
er. l\K:(**s neir eliief is Howard J. Morgens. trim iras e.xeeti- 
tire riee president an I is sn < x ssnr to Xeil Wei'.lrtrs , mimed 
to siteeeed Charles I'l. II ilson as Defense ><'fr<'/nrv. 

The newsmaker: Utlumgh William Prorlei and Jaine- 
Gamble founded tlic eompain which I»t*ar> their name exactly 1-0 
year- ago, I lie firms most coii-.piettou'* -ale- -neee— e- have taken 
place since 191!!. In that \ear a new I'&G-trnined team moved in to 
market I'M.'- brand*. 1 he member* included Neil MeKlrov. the new 
pre-ident. and Howard Morgens. the new \ iee president in charge 
of ailvertising. Six \ears later Morgens became executive \ ice 
pre-ident. He will take over the reign of the nation's new Defense 
Secretary on I Oetoher. During the past nine years the marketing 
world watched with wonder a- 
PiLG -tepped high, wide and hand- 
some into detergents and carved 
out for itself a .i()'< share of -ales, 
for more than it ever had in the 
soap field it- victories with I v orv 
soap notwithstanding. A basic cor- 
porate -witch in media also took 
place with P&G deserting radio 
for t\ . which it employed with 
characteristic -brew due-- and 




llouiinl J. Morprn.s 



bought with characteristic la\ish- 
nes- I the firm now spends at 
the rate of about SI.") million a 
y ear in video i . 

Like MeKlroy . Morgeiis lias -pent hi- entire life with P&G. a mar- 
keting school second to none. He joined P&G a- a -ale-man in 1933. 
after getting hi? A. 15. from Washington U. and the Master- from the 
Harvard Graduate School of Business Administration. Harvard wa- 
McKhoy's alma mater and the Graduate School the fount of the 
management philosophies practiced with such siicce-s at P&G. 

Though Morgens will occupy one of the botte-t -eat- in a bu-ines* 
of hot seat-, he will be aided by a corps of e\ecuti\e- which have 
gi\en P&G the title of "best managed business enterpri-e in \nier- 
ica." The title was conferred In the \inerican Institute of Manage- 
ment, whose management audits of P^G in both 19.12 and 1957 gave 
the big soap firm its top accolade. 

There are many reasons why P&G has been able to mold it- execu- 
tives into crack operators. One is the fact that they are appointed to 
responsible positions while they are still young enough to «r<»w. 
Morgens is now 47. 

Compared with McElroy. who is a *'tweed\ man. Morgens i> 
almost fastidious in appearance. He is not as good a mixer, it - -aid. 
but is considerate to subordinates. Not known as a creative type, 
his ability to get to the heart of a problem is iuipre>*ive. ^ 



Same 
blanket... 
new 
label 



Same power packed station lineup, 

same blanket western coverage. 

Only the label is changed. From now on 

the Columbia Pacific Radio Network 

is going to be called the 

CBS Radio Pacific Network That way. 

you know at a glance who we 

are and the things we are proud of. 
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At the summit 

In every community, there is always one station at the top. It has achieved 
leadership through excellence in facilities, perfection in programming, and service 
to the community that goes beyond entertainment. 

In Oklahoma City, Montgomery, and Tampa - St. Petersburg, those stations 
are WKY Television System stations — outstanding in their markets, and the 
logical choice for your advertising. 

M 

THE WKY TELEVISION SYSTEM, INC. 

WTVT WKY and WKY-TV WSFA-TV 

Tampa-St. Petersburg Oklahoma City Montgomery 
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covered a vast territory 



Four centuries ago Hernando De Soto and 
his hardy soldiers of fortune — on horseback, 
afoot and afloat — roved over thousands of 
miles of unbroken American wilderness 
in their ill-fated quest for gold. 



today 

WGAL-TV covers 
avast MARKETterritory 



• 3V2 million people 

• in 1,015,655 families 

•- owning 917,320 TV sets- 1 - 

• earning %GVa billion annually 

• buying consumer goods that add up to 
$3 3 A billion annually in retail sales 

— ■ .. )-.. 

^ ^Z^^ It's the coverage that makes WGAL-TV 
America's 10th TV Market! 

i.zC'^ .... — *'«*tvri!KsL. 
<^-^ >! CHANNEL 8 MULTI-CITY MARKET 



WGAL-TV 



LANCASTER, PA. 
NBC and CBS 



STEINMAN STATION 
Clair McCollough, Pres. 




316,000 WATTS 



Representative The MEEKER Company, Inc. New York • Chicago • Los Angeles • San Francisco 
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Most srftmficant tv and radio 

news of the week with interpretation 

in depth for busy readers 




SPONSOR-SCOPE 



31 AUGUST 

Oopyrlihl l«57 
SPONSOR PUBLICATIONS INC. 



Wiml In know why you CJin'l judge ;i network t\ season ;my inor»" hy jtt*t 
.Milling up the regular show*? 

The list below is tlir answer. To date almost S3ft million worth of sperhds ;irr 
<in the hooks for an average tiinr-tnlrnt cost <if §320.000 apiece. 

To put it another wav: It won't be all meal :m<I potatoes in 1 9 ."7 -5 ft. The de- 
sert will he liberal inrlcrrl it will he the first timr a single portion will come to as much 
as ? 1 -in ill ion : 



PROGRAM 


SPONSOR 


NO. 


PROGRAM TOST 


TIMF COST 


TO I'M 


Win's World 


Ocn. Motors 


20 


$4,200,000 


SI .600.000 


$5,800.0(1(1 


Shirley Temple 


Various 


16 


1.840.000 


1.760.000 


3.600.000 


Omnibus 


Various 


14 


1.120.000 


1.120.000 


2.240.000 


Show of Month 


DuPont 


in 


2.750.000 


1 .800.000 


4.550.000 


Boh Hope 


Timcx 


6 


1 .600.000 


700.000 


2,300.000 


Lowell Thomas 


DpIco 


7 


1 .050.000 


750.000 


1.800.000 


.Terr)' Lewis 


Oldsmobile 


6 


1 .380.000 


670.000 


2.050.000 


Hall of Fame 


Hallmark 


6 


090.000 


1.020.000 


2.010.000 


Dpsj Arnez 


Ford 


5 


1.425.000 


600.000 


2,025.000 


Command Appearance 


Texaco 


4 


800.000 


450.000 


1,250.000 


Shower of Stars 


Chrvsler 


4 


800.000 


350.000 


1,150.000 


Science Service 


Bell Tel. 


4 


1 .200.000 


450.000 


1,650.000 


Las Vegas 


Exnuisite 


3 


450.000 


330.000 


780.000 


March-Medicine 


^mith. K&F 


2 


220.000 


230.000 


150.000 


50th Anniversary 


Cen. Motors 




850.000 


230.000 


1.080.000 


75th Anniversary 


Fsso 




750.000 


240.000 


990.000 


\nnie Cet Your Gun 


Pontiac-Pepsi 




650.000 


230.000 


880.000 


Pied Piper 


UM 




550.000 


160.000 


710.000 


Pine Crosby 


Fdsel 




550.000* 


180.000 


730.000 


Dean Martin 


Oldsmobile 




225.000 


160.000 


385.000 


TV Academy 


Oldsmobile 




225.000 


160.000 


.385.000 


M.P. Academy 


Oldsmobile 




225.000 


160.000 


385.000 


Pinocchio 


Rexall 




220.000 


115,000 


.335.000 


World Rodeo 


Cen. Mills 




200.000 


115.000 


315.000 


TOTALS 




117 


S24.270.000 


S13.5R0.000 


S37.ft50.000 



*0f which $200,000 goes to Oonzaga University at Crosby's behest. 



Why the deluge of specials? Because: 

• For although the cost-per-1000-pcr-commercial minute ($1 to $4.50) mav not be as low 
as for a regularlv scheduled show, the impression made on the advertiser's selling 
organization (as well as on distributors and consumers) is sometimes worth the 
price. 

• You get a flashier promotion piece. 

• A show with plenty of names and lush production has a huilt-in rating potential 
of 40 to 45. 

• An expensive one-shot puts you in the super-league, particularly when introducing 
a new product or line. 

• Alongside the expense of a 26- or 52-week schedule ($2.5 to $5 million), the special 
concept offers a substantially reduced risk. 
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SPONSOR-SCOPE continued 



Slimmer tv ratings so far show that lite westerns (even though mostly re- 
peats) have been able to bold their own on the networks. Meanwhile the mysteries 
haven't made the dent many thought they would. 

Ever) western drew a larger share of the audience than its competition (excepting 
Broken Arrow). The split here Nielsen-wise in July was: Arrow, 36; To Tell the Truth, 
38; and Meet MeGraw, 32. 

As for mysteries: The $64,000 Challenge outshared The Web 45 to 36, while a Welk 
kine topped George Sanders' mystery anthology 42 to 31. 

Conversely, Richard Diamond beat Welk's Monday night kine with a 40 to 30 share. 

Inereases in talent eosts for live network programs are outrunning hikes in 
below-the-line (teehnieal) expenses. Today's ratios average out thus: 

Dramatie shows: 60% above-the-line f performers, writers, producer, director, mu- 
sicians) : 40% below the line. 

Musieal and variety shows: 70% above-the-line: 30% below the line. 

NBC TV is having a tough time persuading its affiliates in several major mar- 
kets to slot the NBC News when it moves to 6:45 p.m. EST next month. 

Already a dozen basic holdouts have eaused the loss of two prospective enstom- 
ers, Glidden Paint and American Can. 

The affiliates explain that they are in the midst of a local rating battle, particularly 
against kid shows. They have to keep their figures up. they say. when they trv to sell 
adjacency announcements on Michigan and Madison Avenues. 

Tv stations in the top 100 markets were faced this week with Hamlet's ques- 
tion: Should they waive the 30-davs-in-advanee-of-starting-date rule in behalf of a Christ- 
mas promotion offered by Schick? Or should they risk losing the business? 

The campaign (consisting of ehainbreaks and announcements in prime time) would run 
for seven weeks, starting 4 November. 

Benton & Bowles is asking for eonfirmations right away. That's about 60 days 
before the starting date— whereas general station practice is not to confirm more than 30 
days before starting date. 

The strategy developed by some of the major reps was to submit an ambivalent memo 
along with the request for availabilities. 

Odds along rep row are that B&B will have an overwhelming number of 
takers. 

NBC TV has accepted the flight — or skip — method of scheduling Wagon 
Train. The concept previously had been applied to the Steve Allen Show. 

Drackett's alternate-week obligation for Wagon Train permits it to split up 
the 13 half -hours so that seven eome in the fall and six in the spring. 

The network also is looking to Lewis-Howe to hop aboard Wagon Train. 

ABC TV is trying something new in a daytime personality gimmick show: 

Giving awav just cash instead of a whole department store. 

The program that will depend on the character of its contestants for entertain- 
ment instead of overwhelming them with a bargain basement is Can You Trust Your 
Wife? 

General Mills' spending for air media for the second half of 1957 is running 
at the rate of 62% of its total ad budget. 

For the full year, the figures have this shape: 

TOTAL AD BUDGET TV's SHARE RADIO'S SHARE 

$33,000,000 $20,000,000 $500,000 
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If villi IwNtt your bruin trying to think of mi unlikely product to «cH \ i;i 
radio, jon probably t'linlclii 'l top hue china. It's expensive, highh \ i-nal. ha* unl\ 
ie*t ricted iltMriluUimi. 

Yet this week .Jo.sinh Wedgwood Sons in in the proeenn of adding ni\ 
niori* markets to an original run over WOXK, N. V. (Boston. Washington, At- 
lanta. Chicago, Dallas, and Sim Francisco through St. George & Ke\e»l. 

Here's what Wedgwood found: Hie WOXR broadca-t* were a might v help In nhiiw- 
room traffic; moreover, people asked fo r the designs that had heen plugged on 
the broadcasts. Con\er«elv. whenever there vvas a hiatus in the schedule, traffic 
dropped — though eustoinors still asked for the designs tlie\ previously had heard about. 

The new seiie- i< quarter-hours. Monda' through Frida\. 

\fter last week's mighty surge, radio had something of a hreatlier thin week. 
The three networks, though, managed to keep the eash register ringing. 

CBS customers inrluded Carter Products (Ted Bales), 26 weeks id five 7'/>- 
niinnte serial units: Mcntliolatiim ( J\V T) . the same hul on an alternate-week ba*ns; and 
P filter (Burnett), 13 segments of Impact. 

\BC signed Chrysler ( MeCann-Erickso" • for four weeks of nine one-minute partici- 
pations on Life in the World. Monitor, and Night Line. 

\RC's order* eame from Chrvslcr. Cadillac. Gretehiner's W heat Germ, and 
Dunn's Pills. 

You can stir up an interesting argument along Madison Avenue with this query: Do 
the moves of Lorillard. Armour, and Beach -Nut Life Savers Inc. to use hut one 
agency apiece point to a significant trend? 

SPOXSOR-SCOPF thi« week heard uW divergent views: 

THE "YES*'' FACTION: The ino*t suceessful companies have learned the advan- 
tages of concentrating their accounts for thi* big reason: When billings are h'urh enough, 
the agency can hire top-priced specialists and experts. 

THE "NO" FACTION: A client gets a big plus from the competitive efforts of 
multiple agencies — just as he does when he divide* his brands among brand managers and 
(heir individual teams. 

Related news items: f 1 ) Lorillard turned Kent and Newport o\er to Lennen & 
Newell from Y&R: Armour put all it? ad eggs in the Aver basket: and Rccch-Xut took its 
baby foods from K&E and gave them Y&R. 

Heps are nettled hy the growing number of independently printed spot 
availability compilations floating around the business. 

These lists are from 30 to 60 days behind the times, the reps complain. Often a 
tiniebuver becomes confused about the real availability situation, making life tougher on 
the rep salesmen. 

The appliance division of Wcstinghoiisc may have a network scries exclu- 
sively its own after the first of the year. McCann-Erickson is busy listening to show 
pitches. 

Appliances are one of the six Westinghouse divisions currently supporting Studio 
One on CBS TV. Assuming that show One i* renewed, what would happen i* this: The 
appliances' share of plugs would be reduced and transferred to the new \ chicle. 

The price tag on a half-hour of Wagon Train, which NBC TN this week sold 
to Drackctt for alternate-weeks sponsorship, drew a good bit of Madison Avenue 
speculation. 

Here's the figure the network was quoting to inquirers: 

A total of SI. 181.000 (gross) for time and program for 13 weeks, (On a 
per-week basis, this breaks down to S65.900 for time on 125 stations and $25,000 for pro- 
gram costs.) 
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SPONSOR-SCOPE continued . . 



High on the list of Communications executives who tossed away tin; reins 
nl an early age was Joe Ream, CBS general manager until 1952. Less than 50 when he 
quit, he started farming in New Jersey and vacationing in Tallahassee. 

But — as with so many young fellows out to early pasture — Joe Keam apparently 
found too few outlets for his energies. 

So on 18 Septemher he will be hack with CBS as v.p. in charge of the Washing- 
Ion office at the age of 54. 



hi radio's early days, many an offhcal personality and format gimmick 
sprouted on a local station. 

Perhaps history will repeat itself on tv. Here, at least, is a glimmer: 
A "Lum & Ahner" set of characters — they call themselves Hirain and Snccl) — have 
hnhhed up on KTVI. St. Louis, with a late evening routine "joshin' ahout hu- 
morous stories in the news." The program is sponsored by Metro Motors, Dodge-Plym- 
outh dealer. 

Concept and supervision is by the Batz-Hodgson-Ncuchner agency, St. Louis. 

RCA hroke the nighttime sales stillness among the tv networks this week by 
picking up the alternate weeks of The Price Is Right and Tic Tac Dough. 
The latest inventory of unsold prime time on the networks shows: 
ABC, 4% hours; CBS, 1 hour; and NBC, 3% hours. 



NBC let go with hoth harrels at Philco this week for intervening with the FCC 
over a license renewal for WKCV-TV, Philadelphia. 

Besides commenting on Philco's recent business "deficiencies," the network charged 
that the protest against a renewal was merely another "maneuver" in Philco's "ven- 
detta" over royalty payments to RCA. 

Philco has a $150-million triple-damage action in litigation against RCA. 



An aspect of the current national spot tv picture that's puzzling reps: Why are a 
numher of major accounts sitting tight after collecting a wad of spot availability 
information during recent weeks? 

Some reps have tried tickling the agencies for action, but were told that there's noth- 
ing to do but wait. 

One suspicion voiced by a rep: Availability-holding advertisers may have gone back 
to CBS TV and NBC TV to see what they now can get for the same amount of 
money they had planned to spend on spot. 

NBC Radio's switch in station compensation from the commercial-hour sys- 
tem to a participation-announcement basis may have an echo in this: 

RAB's board of directors has a proposal up for study to change its formula 
for membership fee9 from a station's hourly card rate to the highest participation rate. 

One advocate of this proposed revision points out that on some stations the maximum 
participation rate is higher than the hourly rate. 

Two magazines, Life and the Saturday Evening Post, have found that the 
air media can help them buck the traditionally slow summer newsstand season. 

Sales for both magazines have been going surprisingly well this summer. Selling a 
magazine like package merchandise seems to be paying off. 



For other news coverage in this issue, see Newsmaker of the Week, page 5; Spot 
Buys, page 74: News and Tdea Wrap-Up, page 82; Washington Week, page 95; SPONSOR 
Hears, page 98: and Tv and Radio Newsmakers, page 104. 
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Follow through! 



. not only on the 
on 



'follow through 



One wa) to get better results 
tee . . . but on TV! ... is to 
your spot commercials. 

By personal visits to local markets and stations, 
Y & R's Local Ser\ ice Representatives often find 

pro- 



better ways to integrate the commercial into 



Thev »ather new information on the value of 



current time slots — bring about energetic, imagi- 
native local merchandising — and return home 
with a picture of a client's spot acti\ ities all o\er 
the countr\. 



What it all adds up to is this: making friends 
with the local TV market can be an important 
step in getting customers to make friends with 
the products \ou ad\ertise. 
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There's move lo Florida} 

For phoiogrnph\ and pleasure. Florida's hen rites are unsurpassed, but 
of greater signijicance to northern Honda is the commerce-laden port oj 
Jacksonville, busy gateway betueen the world and n mnrl.eting area 
stretching deep into Florida and beyond. 

There's (rf*orfpa 9 for instance 

. . . much of which lies within the Jacksonville distribution area and 
relies on Jacksonville for its poods. . . and its television. H Ml'R-'I F 
covers 31 counties in Georgia which contain 12.5% of all the television 
homes in the entire state, and account for 10.8% of Georgia 's general 
merchandise sales. In fact, IFM B R-Tl s ACS area takes in J 7.5% of 
all the tv homes in Florid a and Georgia combined . . . and 16.6 % of 
combined general merchandise sales! 

and MM Bit l\, Jacksonville 

is strongly entrenched, through friendship and long habit, in the lives 
of the 300,000 television families* in this 67-county area. Throughout 
the "outside" area. IFMB R-TF is the eleven-to-one favorite over its 
competition. IFithin the Jacksonville metropolitan area, the latest ARB 
gives WMBR-TV a five -to -one lead. 

— Channel 4. Jacksonville ■ Operated by The U ashington Post 
Broadcast Division ... Represented by CBS Television Spot Sales 



'.VCS, updated to 8137. 



CASE HISTORY- GARDEN SUPPLIES 





JOHN POOLE BROADCASTING CO. 

6540 Guniel Blvd.. Los Angeles 28. California 
Tolophono: Hollywood 3-3305 

Nat. Rep. WEED and Company 



IT'S M>T CONFIDENTIAL, the formula 
for the sweet smell of success at Los Angeles' 
Bandini Fertilizer Company: just careful 
blending of a fine product with the power of 
spot radio. 

"GREEN THUMB" garden hobbyists used 
to be Bandini's restricted marlcet. Then sales- 
advertising manager Bob Reynolds reached 
out to the vast home-owning populace through 
THE mass medium, Radio. 

FIRST SHOCKED . . . then amused . . . 
then sold was Southern California when a 
dulcet feminine voice cooed "Bandini is the 
word for steer manure!" When nurserymen re- 
ported that customers were pouring in for 
"that sexy fertilizer", success was assured. 

"RADIO IS OUR FOUNDATION MEDI- 
UM" says Reynolds "it has the unique advan- 
tage of allowing listeners to use their imagina- 
tion to interpret our words. It isn't difficult to 
merchandise dealers . . . they all hear it them- 
selves. We have increased our radio budget 
every year of the last five . . . and simultane- 
ously increased our sales." 

"KBIG IIAS BEEN A BANDINI BASIC 
since its birth in 1952," adds Bob Columbatto, 

account executive, Cunningham & Walsh. "This 
contract year we have used an all-time high 
of 1066 minute spots on The Catalina Sta- 
tion, to get that complete eight-county cov- 
erage at exceptionally low cost-per-thousand." 

Your KBIG or Weed representative is a prime 
source of other case histories to help you 
evaluate Southern California Radio. 



Timebuyers 
at work 




Warren Stewart, McCann-Erickson, New York. timebu>er for Esso 
and Coca-Cola, thinks that "saturation is a respectable word for 
the sciences. But for us it's a treacherous, slippery word. Satura- 
tion can mean five spots per week stripped, 12 spots. 24, 100. 200 or 
300; choose an) number, and still the question persists 'How many 
spots a week do you really need? 
We all know each radio market, 
product, audience, budget and 
marketing strategy is different. 
Yet, when the question is asked, 
'What is saturation?' there's im- 
plicit in the question, an answer 
that either denies these variables 
exist or that they're unimportant 
insofar as radio is concerned. One 
of the latest definitions of satura- 
tion is 200 to 300 spots per week 
per market. In Bridgeport, Conn. 

there are two stations. If, for reasons unknown to us, this is a 
trifle heavy, would this same frequency then represent saturation in 
New York (20-plus stations) ? Granted, this is extreme, but, to re- 
peat, every market is different. The variables in products, audiences, 
budgets and marketing strategy also show why an absolute fre- 
quency definition of saturation is meaningless, for today's buying." 



Dan Kane, Ellington & Co., New York, timebuyer for Cities Service 
Oil Co.. feels that feature and syndicated film people will enjoy a 
seller's market for many years. '-Doubtless." Dan says, "they will 
continue to demand long-term contracts with advertisers. Isn't this 
a mistake? Certainly I appreciate the economics of the film busi- 
ness and such agreements have 
contributed to the all-time-high, 
1957 dollar sales for tv films of 
$120,000,000. But if producers 
and distributors were more flexi- 
ble in contractual requirements, it 
would stimulate additional sales 
with advertisers who can't make 
such commitments. Many can t 
ride out a long-term contract 
against a changing sales picture, 
time availabilities, competitive 
programing, unknown rate in- 
creases, changes in station affiliations, and all the other pitfalls. 
W ith no opportunity for relief, they must assume complete risk for 
the success of a series On the other hand, the syndicator-producer 
underwrites with one or two pilot films that part of his cost projec- 
tion covered by the markets ordered. Shouldn't the risk be shared? 
In such a "bull' market they can afford to assume a greater liability." 
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SUCCESS 



XPERIMENT IN 
SPRINGFIELD 



One weekend in April, Warner Bros.' "The Story of Louis 
Pasteur," starring Paul Muni, was scheduled for two showings 
on WWLP, Springfield, Mass. Same program . . . same station . . 
Saturday at 11 P.M., and again on Sunday at 2 P.M. 

Results? On Saturday night the Academy Award winning 
Warner Bros, feature had a Pulse of 30.5, with a 63% 
share of audience— highest rating ever for a feature film 
in the time period. Sunday? A 15.0 rating— with a 56% 
share of audience— again, the highest ever for a feature 
film in the Sunday afternoon time period. 

Springfield audiences give dramatic evidence of the 
pulling power of Warner Bros, features. To put them to 
work in your area, 
write or phone: 



CI.CI.D. 



Distributor* for Associated Artist* 
SIS Madison Are.. MVrray Hill 6-S3S3 
75 E H'ncirr Or.. DEnrborn S-iOSO 
151 1 Hryan St.. lilrerside 7-S55S 
9110 Sunset Bhd , ClUstrietc 6-SS86 



nc. 



Productions Corp. 

NEW YORK 

CHICAGO 

DALLAS 

LOS ANGELES 



NIGHT and 



DAY 



• • • 



it I 



-*7r 



this is i 
the ONE ! 

In the Columbus, Georgia market 

— WRBL-TV — 
Channel 4 

LEADS IN 

ALL 

competitive quarter hours 

Monday through Friday 
in the I I county area 
MAY TELEPULSE 

WftBL RADIO 

IS TOPS IN 

42 of 48 

competitive quarter hours 
Source: May 1957 Metro- 
politan area PULSE 

NIGHT and 
~~ DAY... ~~ 

this is the ONE! 




WRBL 

AM - FM - TV 



CALL HOLLINSBERY CO. 



COLUMBUS, CEORCIA 



by Bob Foreman 



Agency ad libs 




It's the old words that still sell 

Seipio Crayling. most senior copy writer at 
the Madison Avenue agency of Snook, Crappie 
& Bream, Inc., is of the old school and proud of 
it. An advertisement, regardless of medium, 
that doesn't feature the word "new" in its head- 
line is not worth the paper, celluloid or acetate 
it's printed on. So states Scipio. 

The second most powerful word in the Eng- 
lish language, reports this disciple of J. Sterling Cetchell and 
graduate of the Montgomery Ward School of Copy is FKEE. Some- 
what to his dismay, Scipio is now personally involved in the new 
art form known as television. 

"Unfortunately, you can teach an old dog new tricks," he says in 
reference to his experiences with the flicker-and-super medium. 

"My first six months as television copy writer were spent trying 
to figure out its mechanics. How long do certain effects take . . . 
what price comhining animation and live action . . . what 'process 
shot' means . . . and innumerable other trivia. 

Techniques can over-shadow copy 

"I got so term-and-technique happy I forgot everything I knew 
about copy writing. As a result what 1 wrote wouldn't have sold 
Dodger buttons on Flatbush Avenue. Didn't seem to matter though. 
I still got a lot of nice memos from account men and a pat on the 
back from a client or two. 

"But / knew the difference. I soon came to my senses. You 
should see what I write today for the kiddies and their friends who 
gather round the set. 

"I give enough business to the super-imposure printers to keep 
'em in pork chops the rest of their lives. Most of the film shops 
we do commercials with keep the words FREE and NEW standing 
just to save time." 

That gives you a picture of the type of person and style of writer 
represented by Scipio Gray ling. There aren't many of his breed 
left and it's too bad. not merely because of the soundness of the 
copy they turn out which in turn, of course, spreads client-satisfac- 
tion rather than dissatisfaction but because Scipio is one of the 
great teachers. 

Youngsters who work with him always are against him at first: 
they're inclined to laugh at the directness and unswerving simplicity 
of his approach to selling. Kids prefer the pun. the quip, the in- 
nuendo and the literary. But they learn — because the soundness of 
the man rubs off on them, sometimes without their ever realizing it. 

Since he is a vanishing type of Americana, it is worth reproducing 
some of Scipio's reminiscences about Great Ad Men of the Good 
Old Days. All one need do is ply Scipio with a beer or two. There s 
a lesson for us all in the result. For instance: 

"There never was an ad-man quite like old Getch," Scipio begins. 
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The Station Most Omaha- Counc/7 B/uffs Mommies Listen To! 

Avery-Knodel Rep. 
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in Sew ^/tcmcisco 



KOBY rates No. 1 independent in all 
surveys! May-June PULSE: weekdays, 
6 a.m. to midnight, 11.7, Sat., 13., 
Sun., 14.3 averages. June-July 
HOOPER, weekdays, 7 a.m. to noon, 
22.0, noon-6 p.m. 24.0, all day aver- 
age. NIELSEN agrees with a 21,100 
rating 6 a.m. to midnight. KOBY 
operates full time . . . 10,000 watts 
sell the entire bay area. Definitely 
San Francisco's most powerful — most 
listened-to independent. Contact your 
Petry man, pronto! 




Phenomenal ratings offer proof that 
KOSI is Denver's No. 1 station — 
June-July HOOPER, 18.9 a.m. 24.6 
p.m. share! June PULSE rates KOSI 
No. 1 independent, 6 a.m. to 6 p.m. 
with a 17. overall average. All sur- 
veys point to KOSI as Denver's dom- 
inant station . . . operating at 5,000 
watts — selling full time. Represented 
nationally by Forjoe. 

MID-AMERICA 
BROADCASTING CO. 



in Greenville, Miss., WGYM 



No. 1 in both Hooper & 
Nielsen 

See: Devncy & Co., Inc 




Agency ad libs continued 



"They didn't have to throw away the mold when he went \vhere\er 
it is that Great Ad-Men go. There isn't the same kind of material 
around anymore so there never could he another. What that man 
used to do!" 

At this point the onlooker is supposed to say- — What?" 

"We'd he working on a new account. A car or a drug product, 
didn't matter which. You'd he home sleeping some night and the 
phone'd ring. 'I've got it,' a voice would shout. You'd glance at 
the alarm c lock and «ee it w as 3:30 a.m. 

Creating ads was ihe important tiling 

" 'What are you doing now?', he'd continue. 
" '1 was sleeping,' vou'd say. 

'''What do you want to do that for?', he'd shout. 'C'mon down 
to the ollice while it's still fresh in my mind. We'll rough up some 
ads. l\e got Joe (an art director) coming, too!' And \ou came — 
pronto ! 

"Getch couldn't understand a man who'd rather do anything than 
make ads. They don't design 'em like that any more. Dilettantes. 
Job holders. Part-time thinkers. That's what we've got. No dedi- 
cation to the business. They're in the l ad-game' and are willing to 
play at it from nine to five. fi\e da\s a week — providing, of course, 
they get profit sharing, severance compensation and paid-up insur- 
ance." 

He paused and looked up as if he saw something or someone 
there. 

"1 can see old Getch now in toda\'s ad-league. He'd be nauseated. 
Couldn't understand it for a minute. I m not sure 1 can either. 
Well — I'll have one more beer then I have to get to the store before 
it closes to buy a shirt. 

''A shirt? ', we said. 

"Yeah, I'll be sleeping on the couch in my office tonight. Got 
an idea that I want to work out before I lose it. Probably will take 
me all night — especially since I can't get any art director to stay 
on to help." ^ 

"An adman ad-libs on tv" 

A 192 page book of selected Foreman columns from 
SPONSOR, released by Hastings House. Publishers. Inc., is 
now in your bookstore. Bob s pungent commentaries on the 
broadcast industry and his keen analysis of its problems 
are illustrated by Al Normandia. 

The book's eight chapters deal with: 

The agency and its denizens; 

Nuts, bolts, commercials; 

The audience, confound em; 

Sponsors, the care and feeding of: 

The fine art of video; 

Research — if you can call it that; 

The one without pictures — radio; 

Color or hue. w hew ! 
It adds up to an encyclopedia of entertainment and in- 
formation. 192 pages, illustrated, retails for $4.50. 
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HO, HUM! It's the same old story . . 



MORNING 



AF "R- and 
NIGHT 




* LATEST ROCHESTER ARB REPORT, FEBRUARY 1957 



ROCHESTER, N. Y. 



National Representatives: 
THE BOLLING CO. (WVET-TV) 
EVERETT-McKINNEY (WHEC-TV) 



IN ROCHESTER 

IT ALL 
ADDS UP TO 
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GET THIS 




SHREVEPORT 
LOUISIANA 

E. NEWTON WRAY, President & Cen. Mgr. 

NBC and ABC 

Represented by 




The latest Nielsen Survey shows that 
KTBS-TV, Channel 3, Shreveport, 
Louisiana gives you a bonus of 13,120 
MORE TV HOMES than reached by 
Station B. 

This gives you a bonus spendable in- 
come of MORE THAN $52,000,- 
000.00* in this rich Southwest mar- 
ket with a total spendable income 
of more than $1,323,801,000.00. 

* Sales Management June, 1957. 

Your BONUS Station 
With Maximum Power 

KTBS-7i> 

CHANNEL 




News and vieus for women in 
advertising and wives of admen 



Women's week 



Wives' influence on husband's job: You can see just how far 
.the influence of wives, upon their husband s career goes in various 
fields from this announcement; In its special conference for district 
sales managers (30 September-1 October in San Francisco), the 
American Management Association will include a session on "The 
influence of the wife on salesmen's productivity and morale." 

Questions to be probed include: Should the district manager inter- 
view the wife before hiring the salesman? What techniques can be 
used to enlist the wife's help in raising the salesman's output and 
job morale? 

Open letter to agency wives: An informal SPONSOR survey of ac- 
count executives between 30 and 40 produced the following tips on 
how to further a husband's agency career: 

1. Concentrate on his morale, not his behavior. In other words, 
keep criticizing and nagging to the bare minimum and, if you must, 
do so on Saturday. That way you give him a day of rest on which 
to recover before the workday starts again. 

2. Get up and have breakfast with him. It isn't so much for the 
company, but rather for the sake of not rubbing it in that he has to 
catch the 7 :02. while you can still lie around and sleep. 

3. At breakfast, never speak before spoken to. Chances are he 
can't hear well yet anyhow, besides that's the time (according to the 
a/e's interviewed) when a man gets his most creative ideas. 

4. Don't call him at the office, but if you must, rely on his sec- 
retary to tell you his mood. If she says he's "in conference," don't 
pry. He may be busy or then again he may be in a foul mood. In 
either case vou're better off not talking to him. 

5. Never tell him what you think of the new tv show his client 
bought. Your opinion will only confuse him. 

6. Let him go to bed early the night before the first tv ratings 
come out. Chances are he'll really need to be rested the next day. 

New lady rep executive: Women's rapid rise to top executive 
positions in advertising circles has just been proved once more with 
the late August appointment of Esther Bauch as Midwest sales devel- 
opment manager of John Blair & Co. 

Esther is one of those gals who made the difficult transition from 
time buying to selling successfully. Before joining Blair, she was 
timebuying supervisor on International Harvester, Convert Rice, 
Marlboro and the Tea Council at Leo Burnett Co. 



Food psychology: A recent motivation research study showed that 
where the traditional hamburger's concerned, it's all in the mind. 
A pell of housewives showed that 81 r [ will serve "beefburgers" 
rather than "hamburgers," though both meat patties were the same, 
because "beef implies a better grade meat to them than "ham- 
burger" does. 



Edward Petty & Co., Inc. 

MW TCM • OKMO • AftAMtA ■ fltmOII • US* ANMU1 • BAM MAMMCO • It lOVft 
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Herb Osca 
audienc 



American Radi< 



The hottest new selling voice in radio today belongs to 
Herb Oscar Anderson. 

Starting Monday, Sept. 2, the American Broadcasting 
Network will present the new live Herb Oscar Anderson 
Show 5 times a week, 10-11 A.M. 

His show is live music — because survey after survey 
shows that this kind of lively entertainment is what the 
American housewife wants.* 

Herb Oscar Anderson brings to American Radio a mag- 
netic personality and a proven record of sales success in 
the Minneapolis and New York markets. Now he goes 
Coast-to-Coast on American. With him each morning is 
singer Carole Bennett (live), baritone Don Rondo (live), 
The Satisfiers (live) and Ralph Herman's Orchestra (live). 
This is live, fun American Radio. 

The pre-tested Herb Oscar Anderson show has pace 
and atmosphere - set to music the way the on-the-go 
American housewife prefers it. 

*RAB Study of Radio and Housewives, March 1957 



aAnderson, pre-tested for 



and sales results, brings 



o 



new, liWB musical program 



Here's how Herb Oscar Anderson puts zing into ratings: 



WOGY -MINNEAPOLIS 

PULSE survey, 6-9 A.M. weekdays 



1956 

program 
ratings 




JAN. 
FEB. 



INCREASE 
IN ONE 
YEAR ! 



MAR. 
APRIL 



MAY 
JUNE 



JULY 
AUG. 



SEPT. 
OCT. 



NOV. 
DEC. 



WABC-NEW YORK 
PULSE survey, 6-9 AM. weekdays 



1957 

program 
ratings 




20% 

INCREASE 
IN ONLY. 
4 WEEKS! 



JULY 8 to AUGUST 7 




one is 



AMERICAN 

BROADCASTING 

NETWORK 



If I've Told You Once 
I've Told You 
a Thousand Times 
Smidley f 




KEPR-TV 

■Pasco 







-fei 




KLEW-TV 

LawUtan 


fife 







Vi 



^ iES 



KBAS-TV 

Ephrata 



We (ilii'l afford lo skip Oa»«itl»>. If- the hi<r<r,.*t 
TV bin in the \\ t'M and let*- not forget it. man.' Ii"> 
BIT, and it's B \SIC— one of the top 75 market- in 
tlie entire nation. \ four-olaliuii network witli three- 
state co\erage. An exeln-ive TV market of more 
than half a million with itearh a BILLION dollars 
to spend annually. Now really. Smidlev, isn't it 
obvious? 




C]^ CASCADE 

BROADCASTING COMPANY 




49th ail 
I Madiso 



NATIONAL REP.: WEED TELEVISION 



PACIFIC NORTHWEST: MOORE & ASSOCIATES 



Timebuyers of the U. S. addenda 

Your issue of Augu-t 17 carried a list- 
ing of timebmers and radio/tv ac- 
counts with North Carolina agencies. 

As one of the state's major agencies, 
we were somewhat conspicuous by 
our absence. 

Curtis E. Long 

Long Haymes advertising, 

Winston-Salem 

• Agencies with clients active in the air media 
tin a national or regional basis who are not in- 
cluded in the Tiuiebuyer* of the U. S. listing and 
wish to he should address pertinent information 
to SPONSOR, 10 E. 19th St., New York 17, N. Y. 
All addendum listing will he published for these 
agencies and they will be included in the reprint 
if possible. 

Station merchandising support 

The current issue warms the cockles 
of my heart with the comments about 
Madison Ave's l ow to indications that 
the agency must take part in plans and 
execute methods to see that their 
client s merchandise actually moves to 
consumers as part of the function of 
advertising. 

I am in daily contact with chain 
grocers who take great pleasure in 
nullifying the effect of a 21-gun adver- 
tising program by their adroit ma- 
neuvers at the point-of-sale. 

All this is aiming at the days to 
come when we will talk about cases 
sold instead of audience ratings and 
such shiboleth! 

Betty Thomas 
Merchandising Director 
KFWB. Hollywood 

Strictly by the numbers 

It was with great interest and amuse- 
ment that I read the article "Strictly 
by the numbers" in the August 10th 
issue of sponsor. I would like to have 
500 to 1.000 reprints of this article to 
which I would attach my own letter 
'or distribution to key agencies and 
accounts. 

P. B. Hilhnan. 

K.YX Radio. Los Angeles 

advertising and promotion mgr. 

• Reprints are available on many SPONSOR 
articles. Address requests to SPONSOR, 40 E. 
19th St., New York 17, N. Y. 



Index of SPONSOR articles 

I understand that periodically you issue 
an index of all articles in sponsor. 
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I u ill iiitcir-lcil in old. lining -licli .111 
index for llic vt»ai*s l'.>.">() and 1 *>)."> T . 

I would appreciate hearing fnmi \mi 
regarding tlit- ptfntiliilit) of niv receiv- 
ing I lit* index. 

J 1 1.1 11 111 ' Ru^ell 
luitlio-T r Department 
HIIDO, Sun Francisco 

• \ nr mi l-uii llli ill Index l« «*«« III |il IimI UMtl U|t|i»"«p» 
In tlir lifuHutiiic. ."cur t-o|tlr* (if tin*-*' liiillrr* 
urr u\ ailnl>l«*. 

Over-abbreviation 

In your August ITtli is*ue on I 'age 72. 
I note "\ \K I H's seventh annual re- 
port on Children*- Radio and Televi- 
sion Programing . . ." 

This report is not our work and 
should he credited to \ WWW \*l I \ 1 
tional Association for Better Radio 
and Television ) . 

This is ol>\ iou-K a "tv po" hut I 
wanted to call it to vour attention -o 
you could make the nece->ar\ correc- 
tion in accrediting the survev. 

Richard M. Allcrton 

Manager of Research 

X iRTH. Washington, I). C. 

Permission to quote SPONSOR 
1 would like very much to have per- 
mission from you to use excerpts from 
SPONSOR Magazine in a local lnouthK 
mailing piece. We are particularly in- 
terested in using information from 
"Sponsor Scope." "Washington Week."' 
and "Sponsor Hears." plus other ex- 
cerpts from articles in your magazine. 

Tentative plans are to use this in- 
formation in a local mailing piece to 
be distributed among KlGX's local 
advertisers and potential advertisers. 
Suitable credits will he given. 

John Tasnady. 

sales manager, 

Kt C\. Inc.. Eugene, Oregon 

• Permission jcranted. 

Tv and Radio Directory 

Evidently the tv directorv \ou sent out 
to the stations is well thought of and 
used to good advantage. 

Last week, two of our member sta- 
tion owners noted the fact that our 
organization was not listed. They were 
visiting New York and wanted to get 
in touch with us by using the directory 
as a quick reference. 

Each asked if it would be possible 
for us to be listed in your next issue. 
Herb Jacobs, general 
manager. Tv Inc.. A etc York 

• Listings in SPONSOR'S Tv anil llailio Direc- 
tory are updated each vear. Copies of this handy | 
guide to .New ^ ork and Chieaco aseneics. ad\er- | 
tiscrs reps and services arc available frrc of I 
chnrfie. Address rcuircsTs to SPONSOR, 40 K. 

I«>!h St.. Ne» 1»rk IT, N. V. 




The only station covering all of Oklahoma's No. 1 Market 

Broadcast Center • 37th Cr Peoria 

HAROLD C. STUART GUSTAV BRANDBORG 

President Vice Pres. & Gen. Mgr. 



Represented by EDWARD PETRY & CO. 
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COUNTER INTELLIGENC 



Food advertisers have got the goods on NBC Radio 
...have made it their #1 radio network buy. 

Advertisers of supermarket products have always used 
radio as basic strategy, of course. Radio reaches the 
busy housewife as no other medium can ... at point - 
of-use, while she's working with food at home... just 
before she dashes out to shop. Reaches her at home, 
and in her car ... of tener than any other medium can. 

But NBC RADIO, with its unique programming tech- 
niques, is the specialist in selling to Mrs. America. 

Result: So many food product advertisers have turned 
to NBC Radio, that over 40% of all its commercials 
now sell food products. And over 75% of the NBC 
Radio commercials now sell supermarket products. 



A growing list of grocery product advertisers is using 
NBC Radio. Leaders in the field, like American Dairy 
General Foods, General Mills, Morton Salt, Pabst 
Pepsi-Cola, Quaker Oats and Swift, for example. 



NBC RADIO NETWORK 



NOW! Food advertisers can test results at point of purchase. ..FREE 
Write today for details on how the NBC Radio Network offers tailor 
made research studies FREE-OF-CHARGE on the sales effectivenes 
of your network radio campaigns. Request "See For Yourself" infor- 
mation. No obligation, of course. Address: NBC Radio, Dept. 5O8-0 
30 Rockefeller Plaza, New York City. 




FOOD ADVERTISERS BUY 
L MORE TIME ON NBC RADIO 

THAN ON ANY 
v OTHER RADIO NETWORK 





If prime time is a must, then so is WHB. 

IT 



i 



From 6 to 9 a.m. . . . from 9 to noon . . . 

kit's a WHB wbrld- 



54.1 




o 



Nielsen — (6 a.m.-noon) more 
than all other Kansas City radio stations combined. 

It's a WHB world all day, too! 

Latest X1EL.SEX: WITH first with 47.0 r ;. C> a.m.-midni-ht. 

Latest PL LSI*]: WIIB first every quarter hour. 
Latest HOOPER: WHB first with 42.4 f ? all day average. 
Latest TREXDEX: WHB first with 42.1% all-day average. 

Whether it's prime . . . or any time . . . talk to Blair or WHB GM George W . Armstrong 



4 



WHB 



10.000 ^vatts on 710 ke 
KANSAS CITY, 
MISSOURI 




fATIONS 



TODAY'S RADIO FOR TODAY'S SELLING 



WD6Y Minneapolis St Paul 
WHB Kansas City 
WQAM Miami 

REPRESENTED BY JOHN BLAIR & CO. 



TODD STORZ, PRESIDENT 



WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 
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ARE CLIENTS DUCKING 

ON TV PACKAGE SHOWS? A growing minority of clients 

aren't paying show commissions, current ANA survey reveals. 
Here's how clients, agencynien evaluate inroads into the commission svstem 



^5ver a dozen national advertiser? 
don't pav any commission to their 
agencies for package tv shows. 

This has hcen revealed in a j un- 
completed AXA survey of it? members. 
sponsor learned. The survey results 
were being distributed to the A\A 
membership at presstime. 

The big question the survey raise? 
hut does not answer: 

Is this the big chink in the 15 r ? 
commission system s armor and a tip- 
off on the direction in which adver- 
tiser-agency compensation is now 
moving? 

Part of the answer will rome out of 
another AXA report — the one on 
agencv compensation which Prof. Al- 
bert Frey of Dartmouth will unwrap 



at the 28 October AXA Convention. 
Hut the answer will realh depend on 
what advertiser? do in practice. 

This is the real significance of the 
present AXA stud) I conducted In it? 
radio-tv committee!. It shows what 
adverti*ers are doing now. 

The \X \ committee polled and re- 
( eived answer? from 78 national ad- 
vertiser*. Of these. 37 had network- 
produced shows, 31 had independent 1\ 
produced packages and 10 had agencv - 
produced shows. 

Thirteen of the 78 respondents re- 
ported that they don't pav show com- 
missions to their agencies. The?c 13 
had network or independent packages. 

Aside from these 13 AXA member* 
who don't pav *how commissions 



man; other tv advertisers get agenev 
service grati* for which the agencv 
might norntallv charge fee?. In return 
for talent commissions, thev order 
special research project?, receive mar- 
keting aid. merchandising and fre- 
quently publicity or public relations 
service. Whether the ''free'" *er\ ice 
equal? the amount of the commission 
or falls far short v arie?. 

A? a prominent member of the AXA 
radio-tv committee savs. "It s silently 
understood. The exact amount of serv- 
ice for commission is individual!) ne- 
gotiable and depend? on the bargain- 
ing power of each client. Thi* is true 
of such giant* a? P^G. Campbell and 
Chr\*ler a- well a* smaller client*." 
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* ? < tts have to pay for growing agency overhead 

id new services, whether they do so through commissions 
or fees, major ad agency executives told SPONSOR 



While I lit 1 TVs consent decree (two 
\ears ago I fired the flames, package 
show commissions have actually heen 
attacked at various times throughout 
the tv era. The main contention of ad- 
it en leading the attack: "1 he agency's 
not producing: the) 're just picking the 
shows. Why should we shell out 
$300,000 a year to them on a $2 mil- 
lion show when the film's in the can 
hv the time the agency sees it?" 

The fact that at least 13 big na- 
tional advertisers don't pay package 
show commissions proves that their 
point has been carried with at least 
some of the major agencies. But 
sponsor found in talking to top 
agenc) presidents and radio-tv v.p. s 
that there's no disposition to do any- 
thing drastic. Top agency management 
looks at it this wa) : 

• There's no overnight revolution 




PROF. FREY WILL 
REPORT 28 OCT. 

Commissioned by the \\A to conduct an 
objective study of agency compensations. 
Prof- Albert Frey of Dartmouth is now 
compiling his material for the 28 October 
ANA meeting. In a memo to member 
agencies, tA's suggested that management 
replying to Prof. Frey's survey give it care- 
ful, serious thought. The study may reveal 
°t nroads into the commission system 
ed by the current ANA poll of 78 
it r s 1 i* becoming more widespread. 
Co ■ '< ns of study will influence future 
rewMorty. r o lifications in commissions. 



in the offing. Some modifications 
have obviously already heen made in 
agency compensation. Clients are 
like!) to continue bargaining for more 
and more sen ices from their agencies, 
pressuring against fees when show 
commissions are sizable. The size of 
the account and its bargaining power 
will continue to dictate the pace. 

• As tv show control moves back 
from the networks to the agencies, 
some of the fire concerning show com- 
missions may be diverted. "The com- 
mission system gets attacked periodic- 
ally. At the peak of network control, 
tv happened to be the patsy .'" the pres- 
ident of one of the top 20 agencies 
told SPONSOR. 

• Rising cost of agency operation 
makes it unlikely that a mass elimina- 
tion of all show commissions can come 
about. "'The profit margin is slim and 
getting slimmer as it is," says the 
president of one of the top five 
agencies. *Tf you cut it down further, 
you just drive us out of business." 

Likely development: The agency 
that lets a client get out of talent com- 
missions will try to make it up in 
service fees. 

• In the long run. agencies may 
evolve toward a fee rather than a com- 
mission system of compensation, but 
few admen see this change in the 
cards within the next two or three 
years. (And that includes client ex- 
ecutives as well.) 

"Part of the problem is a confusion 
in the habits of the various media as 
it is," sa)s the ad manager of a major 
appliance firm. "We can't bu} time 
net. But when a show packager talks 
to us. he often quotes us a net price. 
The client is in the position of paying 
time and space commissions indirectly 
through the media, which is the tradi- 
tional form he's used to. But he pays 
show commissions out of pocket and 
that hurts. It's really the same thing, 
hut the second wa\ makes us more 
aware of it." 

Actually the majority of advertisers 
apparently would prefer not to make 
any radical changes. They feel there 
are. weaknesses in the commission sy s- 



tem but few reputable clients want to 
see it destro)ed without some assur- 
ance that its replacement will really be 
more efficient. 

The very client (Bristol-Myers) 
whose director of advertising. Don 
Frost, helped touch off the thorough 
ANA investigation into the commis- 
sion system, states it continues to pay 
package show commissions to its 
agencies. "We've continued to pa)' the 
15'/f ." says Bristol-Myers' Dick Van 
Xostrand. "As a company we think 
we should. Ihe 15' ? s\ stem has 
holes in it and it means different 
things from one agency to the next, 
but while it's the accepted practice, 
we'll abide by it." 

While this attitude is widespread 
among big clients, at the same time 
there's a feeling that the agency getting 
such a commission must do a great 
deal of extra servicing for the account 
— without charging fees. 

Top agency executives answer by 
saying clients should not look at agen- 
cy commissions in terms of one me- 
dium versus another. 

"We take an over-all view of an ac- 
count.'" the executive v.p. of one of the 
top 10 agencies told SPONSOR. "If cli- 
ents forced us into cost accounting by 
media through by-passing show com- 
missions, we could no longer remain 
impartial in our advertising counsel. 
As it stands now, the practice among 
most agencies is to evaluate all media 
for each account to see whether the 
account on the whole is sufficiently 
profitable to be handled. Tv show com- 
missions are just another part of the 
compensation necessary for the agency 
to operate at its high overhead." 

Whether clients pay agencies in com- 
missions or retainers is immaterial. 
The form doesn t change the amount 
of money agencies must earn to op- 
erate efficiently . 

The core of the problem in the case 
of tv package shows is the fact that 
the work an agency does in selecting 
and supervising such shows is not as 
easily defined as it is in the case of 
an agency-produced show. 

"This was particularly true a couple 
of years ago when network control of 
programing was at a peak." the presi- 
dent of one of the top 15 radio-tv agen- 
cies told SPONSOR. 

"We were operating in such a sell- 
ers' market at the time, that clients 
didn't see just how much work we had 
to put into servicing their tv accounts. 

"But the pendulum has swung to- 
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THESE 2 FACTORS MAKE 

Whether in eoinmi>«Moii- or fee-, agencies lia\e io gel 
paid the same amount to rmrt their co-t-. say top exec- 
utives of major agcneie-. They attril»>te rising ro-l of 
operation principally to need for high-priced talent in 
railio-tv department- like J. Walter Thompson'- ( left I 
headed hy Djii Seymour I renter I; also to elient de- 
mand for more top le\el re-carch. marketing and mcr- 



SERVICES 




TV COSTLY, SAY AGENCIES 

ehandi-ing executive- like tho-e -how n in (.ompnm < on- 
ferenee (right) with agency pre-ideni Hart ( .uinming-. 
Trend away from network programing control and to- 
ward greater agency participation in actual production 
and -upervi-ion of »how* may take pre— nre off package 
-how roninii— ion, admen feel. Clients -honld not pit 
( ne medium again-t other to avoid prejudicing ageucie-. 



ward more independent packages in 
the past year, and in this urea the 
agencv 's contribution is vital and more 
apparent. In the future we're likely to 
see a predominance of such co-pro- 
duced shows and probably also more 
agency-produced .-hows. This trend 
will help take the pressure olT tv pack- 
age show commissions. " 

Kadio-t\ v.p.'s surveyed In SPONSOR 
stress that the work an agencv puts 
into selecting a package show tends 
to he underestimated both in terms 
of time and money investment. Sev- 
eral large agencies actually main- 
tain separate departments within 
radio-t\ devoted to \ ear- round scout- 
ing and screening of new programing 
and ideas. 

Once it gets to the point of picking 
a show for a client, the agencv general- 
ly gets into marketing research to de- 
termine the needs of the adverliser. 
By the time the radio-tv department 
gets involved, weeks of research and 
top-level management conferences have 
already taken place. 

The radio-tv department then screens 
shows (by the dozens), sends top ex- 
ecutives to the West Coast to look into 
show possibilities before choices are 



narrowed down. Eventually, top man- 
agement looks at the final possibilities 
and weighs them against marketing 
data and strategy. 

"These are just the sketchy prelini- 
inary steps.'' says ^ &Ii radio-tv super- 
ior Kod Frick«on. "15111 thin re- 
quire literally months of high-priced 
man-hours. You can't pit a road 
house comedian against a Jackie Cdea- 
-011. W ell, a good agency can't alTord 
to pit a kid out of law school against a 
lop talent agency s battery of law\ers. 
Ml these things add to the agency's 
n\ erhead. 

Once a -how i- bought, even if it's 
an independenth produced film show, 
the agency's job is far from finished. 

"You've got to ride herd on the 
producer with agency talent of suffi- 
ciently high caliber to influence him." 
says the radio-tv \.p. of one of the top 
10 agencies, who has just hired two 
high-salaried men to work exclusively 
on one new package .-how the agencv 
bought for a client. 

ou ha\e to do this a- much for 
the sake of keeping the packager from 
going broke as you do to keep quality 
control. Our men are on set for all the 
shooting, they ha\e script approval 



and control o\er ca-ting. 1 hev realK 
live with the packager right from the 
start." 

1 he pre-sure is actually on agencie- 
to hire more and more high-priced t\ 
talent right on staff in order to handle 
ibis ''co-producing function." Main 
agency heads feel that they mav even- 
tually have to amortize thi- additional 
and growing talent iine-ttuent by re- 
turning more and more hea\ ilv into 
-how production. 

\- Norman H. Norman, pre-ident of 
NC&K pnl it: "La-t veai there were no 
more than two or ihree real agencv - 
produced shows. We feel that by next 
vear 10 to 15 r r of all nelv\ork show- 
will be agency -produced and I 
wouldn't be surpri-ed if the percentage 
went up to .id within ihree or four 
v ear-." 

For the moment, the inaj<>ritv of top 
agencv executive- -av tbev "re not 
afraid of further inroad- into the com- 
niis-ion svstem a- a re-nlt of I he forth- 
coming study bv Prof. Frev . On the 
contrarv. tbev feel that this searching 
\N \ study is likely t<> reveal that 
agencies are operating on marginal 
profils as it is and in the handling of 
t\ accounts particularlv . ^ 
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IS RADIO A PRIMARY MEDIUM? 

Here is how Good Humor proved in a Philadelphia 
test that it could put all its eggs in one basket — 

and that basket was radio. Street sales on special 
flavors advertised on one station soared 300 to 400% 



I he resurgence of radio is evidence of the growing re- 
spect for the job it can do. The only remaining question is 
how much of the entire job can advertising assign to it? Is 
it destined, in general, to play a "'supporting" role or can it 
star as a primary medium which gets a big slice of the bud- 
get and the responsibility for campaign success or failure? 

Actually the question has been answered many times by 
many clients. A few of these answers are capsuled in the 
boxes on the following pages. Rut one of the most dramatic 
answers stemmed from an incident last fall at the Radio 
Advertising Bureau's second annual National Radio Adver- 
tising Clinic in New York. David J. Mahoney. soft-spoken. 



34-j ear-old president of the Good Humor Co., bluntly asked 
the assembled radio executives. '"Whv are you letting radio 
be sold as a supplementary medium? 

'"Why are you taking the crumbs left over from televi- 
sion budgets, accepting sound versions of tv commercials 
not necessarily suited to your medium?" Mahoney contin- 
ued. "Why doesn't some station try to prove that radio — and 
radio alone — can move merchandise to such a degree that 
no other advertising; is necessan ? In other words, have 
any of }ou got courage enough to try to prove that radio 
is a primary medium?"' 

Probably no one had a better right to pose the challenge 



Planning: Setting out to prove that radio can stand by itself as a 
primary medium are (1. to r.) David J. Mahoney, president of Good 
Humor, world's largest street vender of ice cream; George C. Neu- 



mann, Good Humor vice president, and Ralf Brent, vice president 
and sales director of WIP, Philadelphia, the station on which the test 
was conducted. Experiment proved radio need not be supplementary 





Producing: Al N. V. ntiiee of \IacManns, John & \il;nn-. Hill MailU'ferl (I. scaled) radio 
v.|». for Kdward IVln Uo. work- with Good Humor admen: Roger lium-lead • r. -catedj a.e., 
X. ^. media dir.: John \a-on tl.l, copywriter; Mark Lawrence (r.), v. p. dir. Iv-radio 




Selling: J'"' M'< aide), -iar of \\ II' 
■ n -how, Start The l)/n Right, pji> i 
air eating a Good Humor and rin^in^ 



niorn- 
m tin 



than Mahoncy. who lui- consistently championed radio. even 
in its darkest hour-. \> president of hi- own advertising: 
agency in »N'ew York, winch he -tailed in 1951. lie used the 
niediuni heavily for such account- a- W hite Hock. Noxzema 
Shaving Cream. Medaglio D'Olo CofiVe. \ irginia Dare 
Wines. Sportsman and Briosehi. Today, a- president of the 
world's largest street vending ire cream firm, lie invents 
troin 50 to 75'< of the (rood Humor quarter-million dollar 
budget in spot radio. 

After the elinie meeting. Half Brent. \ ice president and 
director of sale- at WIP. Philadelphia. I see '"Blueprint foi 
radio's future." sponsor 16 April 1956) met Mahoney in 
the lobby of the Waldorf and sugge.-ted they, try ju-t such a 
test. Meeting later in the month in New ^ ork City. Brent 
and \\ IP's president and general manager. Benedict Oim- 
bel, Jr.. outlined their proposal to Mahoney. 

First, no other advertising of am kind was to he u-ed. 
Second, a brand new product, never before in the Phila- 
delphia market, was to be introduced solelv by WIP. Third, 
all sales result- were to be disclosed to WIP with permis- 
sion to quote and publish them. Several other meeting- 
ensued. Mahonev. Gimbel. Brent met with Bill Maillefcrt. 
v ice president of radio of Edward Pelrv & Co. The -imge-- 
tion was made and accepted that not only was a new product 
to be devised and introduced, but that the te-t of thi- 
product on the air was to be followed by the advertising of 
two regular Good Humor products. Scheduling of all an- 
nouncements and techniques used on the air wa- to be left 
entirely in the hands of the station. Copy wa- to be pre- 
pared by MacManus. John & Adams. New ^1 ork. Good 
Humor's advertising agency. 

The station requested and got a set of the Good Humor 
bells with which every Good Humor truck i.- equipped. The 
well known Good Humor jingle was shipped to the station. 
Each personality to advertise the products was not only 
briefed personallv by Brent and the station's program di- 
rector, Yarner Paulsen, but was exposed to the product. 

A schedule was selected. Onlv one prime time announce- 
ment was used since the station had no availabilities in the 



7-9 a.m. time classification or 5-6 p.m. Minute- and 20- 
second- were used with the enipha-i- on participations in tin- 
station - top personality -how-, such a ^ J ot . McCaulev's 
Start the Day Rtg;/it program from 9-10 a.m.: the Jack I'yle 
show from 12:30-4 p.m.; and Bob Menefee's Heading Home 
show from 1-5 p.m. Other announcement- wen- in-crled 
into WIP s one hour of news from 6-7 p.m. and several were 
placed adjacent to the end of the Phillies' l>a-eball broad- 
casts. In addition. 35 announcements were inserted in 
WIP* all night show Datcn I'atrol, with Gene Milner. 

I he weekly expenditure for this schedule wa" close to 
$2,000 per week. i\o package rates were used strirtlv 
fixed position, guaranteed placement times. The campaign 
started 21 Mav with the brand new Good Humor product, 
banana split Good Humors. 

In the third week of the campaign. Good Humor -elected 
toasted almond as the featured item, and the fourth week, 
cocoanut Good Humors. Response wa- immediate, refuting 
some theories that radio needs saturation and -everal week* 
in which to implant and impre— a mes-age. Good Humor 
sold out the banana split on a -tick in two dav- after the 
-lart of the campaign ami had to ru-b additional cartons of 
the product down from New ^ ork Cits. 

\\ hen the result's of the first two weeks were totaled up 
the item had sold 300S more than any new item intro- 
duced in the Philadelphia market had ever -old before. 

When the third week of the campaign wa- over, sales of 
the toasted almond had increased 270 r < over the previous 
week. And when Good Humor added up the -ale- on cocoa- 
nut, they found that thev had experienced a 160S in- 
crease/ — 300 r < higher for thi- week than had ever been 
recorded for this item before in the Philadelphia market. 

One woman in Philadelphia called the -tation to sav she 
couldn't find a Good Humor truck in her neighborhood. 
The station -ugize-ted «he call Good Humor. Result? The 
woman's son became a Good Humor driver in that area. 

Another call to the station requested that a Good Humor 
truck be sent to a school picnic on the upcoming Saturday. 
WIP contacted Good Humor's Philadelphia operating mana- 
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ARY MEDIUM continued . . . 

oover, and the truck was dispatched. Result? 
,.000 Good Humors sold at that location. 
^ mpetitive ice cream truck companies were forced to 
'r.g out a banana bar. 

Good Humor has 75 trucks in the Philadelphia area. 
These trucks normally carry a poster on the side with the 
featured flavor of the week. During the two weeks when 
the banana split was advertised, posters were displayed. 
However, during the two weeks run of the regular items, 
posters for bars other than the ones advertised were shown. 
Consequently, customers were forced to ask for the item 
advertised on radio in order for sales to increase. 

"Not one shred of other advertising was used in Phila- 
delphia during the test or immediately before it." said 
Ma honey. "In other markets — New York City. Detroit, 
Chicago both radio and tv were used. We got good results 
in those markets too. But in Philadelphia we learned that 
radio ean do the job alone." 

Edward L. Nesbitt, president of Good Humor in Phila- 



delphia, half way through the radio campaign telephoned 
WIP's Gimbel to verify the fact that no other advertising 
was being used. Nesbitt couldn't quite believe it. 

Roger Bumstead, account executive on Good Humor and 
media director for the New York office of MacManus, John & 
Adains has this to say: "The test proved beyond a doubt 
something that we have always felt — that radio is a major 
medium that can be used as the prime mover of practically 
anything from Good Humors to automobiles. It has the 
advantages of flexibility and timeliness, and of equal im- 
portance, it seems to give a client an opportunity to pin- 
point an audience. 

"For example, Good Humor can reach whole families in 
the vast traffic audience on weekends. W ith our own Good 
Humor vehicles on the streets it is virtually point-of-sale. 

"As Good Humor business grows due to radio's produc- 
tivity. 1 can only foresee increased budgets and more money 
invested in that medium." 

The Good Humor commercial cop\ is built around the 



HERE ARE A FEW OTHER ADVERTISERS WHO ARE PROVING TH> 



Rambler 

That radio can be a highly effective prime medium in 
selling new cars is demonstrated by American Motors 
which is using it heavily for its Rambler. This year, 
sales are about 35% ahead of last year, and at an all- 
time high in Rambler history. Much of the credit for 
this record is attributable to clever radio commer- 
cial copy. Three separate series, comprising a total 
of about 20 commercials are used to avoid monotony. 
Participations on NBC Radio network are used. The 
agency handling the account is Geyer Advertising. 



Tetley Tea 

Radio is currently the primary medium for this com- 
pany which is enjoying considerable sales success with 
its beverage. A regional account, Tetley is in about 
75 markets in the Eastern U. S., often uses two to 
four radio stations in a market. Announcements are 
scheduled at the rate of 10, 15 and 20 per week, 
not necessarily in traffic hours. Since the product 
is bought mostly by women, daytime gets heavy 
play. Some television and print are used. Ogilvy, 
Benson & Mather, Inc., New York, is the agency. 



Slenderella 

For three years radio has been the primary' medium 
for this national chain of beauty salons which in that 
time has expanded from 33 salons to about 150. For 
selling an intangible, Slenderella has found radio ideal 
and invests about 60 to 75% of its average $4 million 
annual budget in 169 radio stations representing about 
35 top markets. Prior to 1954, newspapers were the 
primary medium but a test of radio for opening a 
new market proved so successful it changed that. 
The agency is Management Associates of Connecticut. 



GMAC 

General Motors Acceptance Corp., the car-financing 
subsidiary of GM, began broadcasting traffic bulle- 
tins on a single New York station, WNEW, in the 
Summer of 1953. This Summer, GMAC is on 222 
radio stations across the country, and 45% of its ad 
budget is in radio. In New York and Philadelphia, 
the company continues its use of radio the year round. 
In four years, spot radio spending has jumped approxi- 
mately 600%, and actually this gain was achieved as 
early as last year. Campbell-Ewald is the agency. 



Guud Humor mati who, like tin* Knller I5rn-h nian, has come 
to lie one of the most familiar figure* on the Auwriuan 
scene. 1 1 is \ oice on I lie e.l.'s is that of I lie Voting, all- \ meri- 
can lype; his tinkling hells an- t lie* real thing. The chil- 
dren's \ oices erviug, "I lev. Mom, here comes llie good lin- 
iimr limn" are the lotee* of children ami not charaeter 
actors, The jingle and copy stress the Ihnor and < | nil ) it \ 
of Good 1 1 umor. 

Radio, in all its markets across the conntn. is the key- 
stone of the Good Humor campaign which hegtns with a 
sina^h in carh spring ami continue*: throughout the summer 
until the tracks, lric\cles and push-carts go hac k into stor- 
age and reconditioning shops for t| 1( . winter. Some tele- 
vision is used in some markets. mostly children's shows to 
promote general sell. Hut for pushing the weekh specials 
and other specific items, radio handles the joh. 

It will handle still another joh in introducing the hrand 
new line of Good Humor soft drinks which are now mak- 



ing their premiere in a few selected Midwestern markets, 
(/Odd Humor, of eonr-e. is not alone in its n-e of radio 
as a primary medium. Main clients at national and re- 
gional le\ els ure putting iuo»l of their egg- into the radio 
hasket hoth spot and network and finding it put - oil. 
Some of lhe-e are: I'eppeiidge Farms Bread, \iuerieaii 
.Motors for Kamhler, Telle) Tea. s lenderclla, Gro\e Lahoia- 
lories for Brouio (Quinine, B. J. liejnolds for I'riute \Jheit. 
North \iuerican \ an Lines. Maui-i hew it/ Wines, National 
Mioes. Barney's. Glotln*», Otiaker Male Refining. Goi-ilaun 
Congh-N ip-. I'epMideul, Woolworlh. Home In-iiruuee Go.. 
Ghiiri King, leva- Go., General Motors \cceplauce Corp., 
Hudson \ itamiu Products. Contadina and other-. In some 
cases the lion's share of the (inducts go into radio: in other-, 
radio di\ ide- on moie eipial term- with other media. 

But one thing the\ are proving to theru-eh e» and to the 
industry is that radio can he a priinan inediiiiu. It doe- 
not need to pla\ -econd fiddle. ^ 



•\DIO CAN STAR IN A CAMPAIGN AND NOT PLAY SECOND FIDDLE 




Woolworth 



Since I 'Em. the Y. W. Woolworth Co. ha- made net- 
work radio a basic medium to promote it- approxi- 
mately 2.000 variety -tores aero-- the nation and in 
Canada. The Wool north Hour on CRS Radio on Sun- 
day afternoon* (it is al-o on the Dominion network 
in Canada) has proven to the company that radio as a 
primary medium can really deliver. Sales in 1953 hit 
a peak of over §767 million, representing a gain of §16 
million over the year before. Little advertising had 
been done previously. Lynn Baker, Ine. is the agency. 



National Shoes 



\hout 65T of tin- shoe chain'- adverti-ing budget 
goes into radio which ha- been a primary medium for 
many years. In 1935. the ehain eompri-ed 53 store- 
and did a $5 million annual hu-ine*-. This year it 
numbers 136 stores in New York. New Jersey, Con- 
neetieut, Massachusetts and .Maryland; i- doing a §23 
million business, an inerease of fl.5 million o\er its 
last fiscal year. It u-es about 690 announcements a 
week on 27 radio stations. National Shoes' 1957 ad 
budget is Xft^c over la-t \ear. \gency is Lmil Mogul. 




Manischewitz Wine 

Radio has been the bulwark of Manischewitz wine- 
adverti-ing, and although the client. Monarch Wine 
Co., has recently moved from Emil Mogul to Lawrence 
C. Gumbinner Agency, it may well go on playing a 
major role. The new agency is now working on plans 
and assured sponsor that radio will certainly he in the 
picture. Some new e.t.'s are now being made. The 
now-famous ".Man, Oh Manischewitz" radio jingle did 
for Mani-chewitz wine what print could ne\er quite 
do — make this difficult brand name pronounceable. 



Volvo 



Tbi- Swedish-made car is now the No. 2 -eller among 
foreign cars in the \\ e-tern I . S. and the campaign 
was built around -pot radio. \uto Import-. Inc., of 
California, put half of a le— than-S 10,000 budget into 
\\ e-t Coast radio d.j. -how- -larting \pril 1956. With- 
in a month. Volvo sales tripled. In Juno, the budget 
was raised lo $25,000. Thi- year the firm expert- to 
sell 15.000 \ol\os. Radio d.j. -how- are being added 
in new markets and will be kcwone in national drhe. 
\d\ertisinc Vgeneie-. Inc.. Ln* Angele-. is the agency. 




Sponsor's wife, Mrs. Frank Yeakel, emcees Rocket to Stardom -which also rocketed Oldsmobile sales. Tv score for one weekend: 166 cars 



AN TV SELL AFTER MIDNIGHT? 



Top-selling Oldsmobile 
dealer in U. S. hiked 
his sales from 
$100,000 to $10 million 
in 8 years with tv. 
A political unknown, 
tv gave him chance in 
race for mavor of L. A. 



|j ■ LOS AiNGELES 

■ ■ ■ I accept the decision in the 
spirit of the American wav of elec- 
tion." 

This statement, conceding the race 
for the office of mayor to incunihent 
Norris Poulson, was carried bv Los 
Angeles papers on 3 April, 1957. 

It was issued by Paulson's nearest 
rival, Bob Yeakel. who polled 142.000 
votes (more than the combined totals 
of the other three challengers). Yea- 
kel had no elaborate campaign ma- 
chinery, no political support — only a 
marathon tv show which had made 
him the largest-selling Oldsmobile 
dealer in the country and quite a phe- 
nomenon, even in Los Angeles. 

The day Bob Yeakel gave his adver- 
tising account to Bill Hunter and Earl 



Willhite of Hunter & Willhite was the 
day he opened the doors of Bob Yeakel 
Wilshire Oldsmobile, taking over a 
dealership that had been racking up 
about 25 sales in a good month. 

The Yeakel brothers - - Bob, Phil, 
Harry, Frank, Jack, Eddie, Warren, 
Bill, Ken, Jack Jr. — had been using tv 
for five years to sell used Cadillacs. 

Calling themselves "'Cadillac special- 
ists.'' they delivered their own pitches 
with more sincerity than technique, 
used no newspaper displa\ ads (they 
still don't), and along the way devel- 
oped the idea of the "uninterrupted 
feature" (pitches at beginning and end 
of a 30-minute or 90-minute film, with 
periodic reminders about the brothers 
at the bottom of the picture). 
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TIi**\ increased their volume* from 
$100,000 in '19 to $10 million in '.">(>. 

liill Hunter, who has handled about 
even big automotive account in l,os 
Angelw, ami launched many of them, 
t(»ok both the ^ cakcl accounts oil I 
June, I'-)."), with a $27,000 n mouth 
budget. Sonic SI. -),()()() went into a 
mouth king saturation: package spot 
Imjvs on KTTV morning, afternoon 
mid night, kid'-" ami women''- slum* as 
well a* show* to attract men, e\er\ 
kind of program to let people know 
that Hoh Ycakel was selling Olds- 
mohile cars. 

During those 30 days, Yeakel and 
llnnter were at work dreaming np the 
idea that was to take them from there: 
Tliey wanted a new angle for a weeklv 
show that would put across a message 
of good will, help youngsters, have 
strong family appeal, and most impor- 
tant, sell cars right over the phone. 

From this thinking sprang Rochet to 
Stardom — an all-night showcase for 
amateur talent done live from the Olds- 
niohile location. I he\ went on the ail 



the contestants ami the shim new r;n». 

'I ll i i t \ telephone lines had I ecu in- 
stalled, leaime I I>\ s-||cs||cii. I ice cof- 
fer and food were prov idfil. 

■•That fust night," ^ e ikel recalls, 
"was like opening night at the circus. 
The response was unbelievable. Whole 
families came down women earning 
babies in their arms. In fact, our first 
sale on t\ was to a man who got his 
appraisal over the phone about 2 a.m.. 
woke his wife, bundled her and their 
small kid in the car, came down, 
tinned in the car and put his wife and 
kid into the new one. all on the air.'' 

Amid all this. 100 contestants 
danced and sang their hearts out. 
When the c lamor subsided, Yeakel (lis. 
covered he had sold 106 new and 60 
used cars that weekend. Ibis leveled 
olT to 100 a month overall. 

While the response was tremendous, 
so were the headaches. Yeakel and 
Hunter credit Richard Moore, presi- 
dent and general manager of KTTY, 
and time salesman Chuck Young with 
unlimited patience and help in work- 



run* and live weekend spots on k. I I \ . 

Ilnntei is against film eoiiiiuei eiab 
for Yeakel because "|C-takes polis.Il all 
the spout a licit v an I < h inn i ight nut of 
the shot; what'* left is niicom im iug." 

It's tine Yeakel is most com hiring 
when being himself a faiuilv man 
talking to other faiuilv men and wom- 
en. From this emerged hi« '"budget 
plan for the faiuilv man. 

'"The eia of the pitchman is ovei.' 
Milliter points out, "and ^ eakel's kind 
of sellim.' is what sells now. It en- 
aided ns to keep a eonuiieM ial going 
for nine or 10 minutes without am 
strain on the viewer. \ man iutei- 
csted in buviug a cai will listen, and 
he's the guv we wen- aiming for at that 
hour." 

Beth (.Mrs. Frank) ^ eakel. who 
l i.e.'d the show, has the ^ eakel warmth 
and ^ eakel stamina needed for the all- 
night stint, and added to the faiuilv 
feel of the show. 

The lot. like the show, is de-igne I 
for the familv. and several merchan- 
dising ideas were evolved to bring in 




Post-midnight' phone Calls from viewers come in on 30 lines, are taken by 
Yeakel brothers, floor salesmen. They rhat with iv audience, make appraisal-, set 
final deal?, a-k customers lo vi*ii. si 10NV ; s on a j r seven hours a week, mav add more 




Tv planners include (1.) lull Hunter i.f Hunter 
and \\ illhite ap«-ne>. b»- \ngele-. and H<d) eakel 
lr. ). client and candidate, one of len broilier- 



at 1 a.m. ^nnciav of the Fourth of 
Juh weekend and the format 

evolved prettv much as the clock ticked 
on to sign-off at 11 the next morning. 

A hundred amateur hopefuls, 
screened previonslv by Hunter, re- 
ported to the showroom during earlv 
morning hours for their stints. 

An instrumental-singing quartet was 
on hand, and plenty of shining Olds- 
niobiles on the floodlit lot —along with 
used Cadillacs from the other store. 
One camera ferried Yeakel between 



ing out the nianv program problems. 

The show co. t S2..500 a week for 
the telev ision I time phis one camera, 
director, floor manager, tw > crews of 
four men each, one vvorVins from ] to 
5 a.m.. the othrr from n a.m. to 11). 
An additional M.000 a week from an- 
other budget paid for piano plaver. 
trophies, in.c. and talent. 

Thus Hunter's budget 530.000 a 
month was nicked onlv a third for 
Rocket. The other £20.000 went into 
other tv exposure: movies, film re- 



1 1 it- kids. IJ indeer on di*pla\ at 
Christmas, a kangaroo, a race conr-e 
for quarter midget automobiles for the 
kids to drive, a merr\-go-ro-.ini and 
Deputv Han. the Part- Man L'ive tin- 
lot and the tv show t' e appe.ua - ce of 
a carnival on weekends. 

After two months on the air. it was 
decided to extend the carnival and 
pick up ^aturdav ^ale*. I'ere's the 
schedule that resulted: kTIA covered 
from 0 a.m. J-atnrdav morning to 12 
noon. KHJ-TY took over till I. when 
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...t uelivers his own live commercials 
uses a soft sell but direct, emphatic tactic 



the show signed off. coming back 
again on kllJ-T\ at 1 1 p.m. to I a.m. 
Sunday, when KTTV picked up again 
till J{ the following morning — 19 
hours in all. 

In six months the show was hack to 
its original 10 hours on KTTV from 1 
to 1 1 a.m. Sundays, as the novelty of 
the marathon began to wear off and 
} In liter decided to try other things 
with half of the $20,000 a month it 
took from his $30,000 budget to main- 
tain this schedule. 

Come spring, he put into practice 
his firm belief that no client should be 
without radio. He allocated $6-7.000 
— or over 25% — for five-to-10-niinute 
musical segments, newscasts, d.j. shows 
in quarter-hour blocks on KB1G, 
KLAC and KMPC and full sponsor- 
ship of all the Los Angeles Angels' 
baseball games broadcast by KMPC. 

However, because Yeakel feels the 
Hollywood Stars will win it this year — 
and because he likes to be with the 
winner — he's abandoned the Angels on 
radio for the Stars on tv: KTTV on 
the Saturdays and Sundays the team 
plays in town. One-third sponsorship 
averages $7-8,000 a month. 

Comics, like baseball, are an im- 
portant part of family life. Whether 
he was taking a page from the late 
Fiorello La Cuardia's book when "Un- 
cle Bob" started reading funnies on the 
show can't be said for sure, but by 
February of 1957 Yeakel was ready to 
announce his candidacy for mayor of 
Los Angeles. 

At once, it was decried as a pub- 
licity stunt. 

'"That was the biggest handicap I 
had in the beginning," Yeakel points 
out. "'Second biggest was only 60 days 
to prepare. 1 should have spent two 
years." 

In a sense, he had. The almost two- 
year-old Rocket to Stardom had made 
him well known to more people than 
had ever heard of the other three chal- 
lengers combined. Or so the results 
were to prove. 

But the campaign was a rough one. 
Hunter, acting as Yeakel's campaign 
acKisor, was always near him at press 
conferences, signaling more often than 
not for a "no comment." Besides, 
Yeakel's views were more convincingly 
stated by himself than by the papers. 



And stated in the medium in which 
he was most at home: "My campaign 
was 99% tv." There, he used slides 
and live and filmed spots (the latter 
proved expedient in spite of Hunter's 
basic objection to film. 

"The final vote— 142,000— was en- 
couraging." Yeakel said. "At least it's 
more than the 72 Yeakels in L.A." 

The campaign over, Yeakel settled 
down with Hunter to working on an 
idea which they felt would lick a prob- 
lem that they have long w restled with : 
stimulating volume business during 
the week. 

An idea that hadn't worked was one- 
third sponsorship of a daily Western 
varieties tv show done live from the 
store from 4 to 6 p.m. 

The new idea, which Hunter claims 
as a first, took Yeakel and a KTLA 
remote crew to the home of a satisfied 
customer for a minute spot interview. 

While remotes are not new, remote 
spots did represent a new challenge. It 
was hoped to do two a night, starting 
the end of July. Yeakel and Hunter 
were undaunted by the Herculean task 
of traveling from one spot to another 
without a breather; KTLA seemed 
confident they could match this dough- 
ty spirit with two completely new re- 



mote set-ups a night, every night. It 
looked like a natural. 

"Two things licked us," Hunter ex- 
plained. "First of all, not enough 
people wanted to let us come into their 
homes. So we couldn't maintain the 
schedule we'd anticipated. This in 
turn lost us our impact." 

After four of these spots (remote 
costs, $150 per spot), they abandoned 
the idea. 

Already Hunter and Yeakel have 
taken another tack, this time with their 
established Rocket to Stardom. 

Having found the early morning 
hours unproductive as the novelty of 
the show wore off, a new schedule was 
adopted 9 August, and a new channel 
that could accommodate this schedule. 

Rocket is now seen on KTLA from 
12 midnight on Friday to 3 a.m.; from 
11 p.m. Saturday to 3 a.m.; negotia- 
tions are under way to clear Sunday 
time from 7:30 a.m. to 11 a.m., there- 
by spreading their cost over several 
days' exposure. 

This is supplemented with weekend 
baseball on KTTV and 10 live week- 
end spots on KTLA. 

Experimentation and big plunges 
have highlighted the success story of a 
Los Angeles car salesman who, through 
?howmanly use of tv, became number 
one Olds dealer in the country — and 
who knows may some day be mayor 
of Los Angeles. ^ 
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Mayoralty candidate Bob Yeakel (1.) 
reads funny papers to kids in tv audi- 
ence, radio practice started bv New 
York's LaGuardia. With him is Dick 
Haynes, who eniceed the Yeakel tv show. The Olds 
dealer polled 142.000 votes in April of this year, out- 
doing the combined totals of the other three challengers 
to end up in No. 2 spot. He's built both his business 
and bis personal reputation through television over the 
past eight years. Yeakel has sponsored almost every 
kind of television show but he always returns to bis 
local amateur show. Rocket to Stardom, after midnight 
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HOW 
TV SPANS 
ARMOUR'S SPLIT 
MARKETING PERSONALITY 

Two product types, foods and soaps, have entirely 
different distribution, price, consumption patterns. 
Armour's answer: tv as a means to .several ends 



A CHICAGO 
rmour ha? lived for a long time 
with a marketing prohlem which is 
brand new to many another national 
advertiser. 

Armour, a.* one of the world's big- 
gest meat packers, has traditionally 
produced meat items as well as sev- 
eral by-products, the biggest consumer 
by-product being soap. The chasm 
between advertising and marketing 
food and soap lines is a vast one — but 
one which Armour has bridged with 
its national media and particularly 
with television. 

Many advertisers are seeing this 



same chasm for the first time. Thev "re 
merging with different kinds of com- 
panies, a standard mid-20lh centurv 
pattern. Thev "re expanding their own 
product lines by going into unrelated 
fields. The prohlem with which they 
are confronted is the same which Ar- 
mour sobed long ago: how to u-e a 
mass medium, namelv television, for 
disas:-ociated good*: how to Use the 
same vehicle for edible- and mm- 
edibles w hen these di\ Uion> have an 
entirely different distribution, eon- 
sumption, pricing and competition. 
No simple purchase of television 



time or a t\ -bow will gi\e the-e mar- 
keter- a quick solution. Hies need to 
develop a pattern for the intricate 
blending of program element- which 
w ill sell to the different tv pes of con- 
sumers, for copv appeal- whirh will 
register with varving age groups and 
for station lineup- whirh will reach 
differing area- where product- are dis- 
tributed. 

One of tbe top three packer- among 
2.300 in the I . S.. \rmonr and Co. 
produces more than 10.000 labeled or 
branded items. Onlv 3.000 of the«e are 
what the conipanv describes as "ac- 
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^a^* \ Network television gets half 
v,'i a !®- °' Armour's consumer ad budget; leans 




toward personalities, light variety 



the. " Armour grosses $'2 billion a 
year in sales and it manufactures a 
variety of consumer and industrial 
items. These range from lard to dog 
food and ham. through leather, fer- 
tilizer and soap. 

It s the consumer products which 
sponsor network television shows. Last 
season there were George Gobel, Dan- 
ny Thomas, Matinee Theatre and 
Mickey Mouse Club. This coming fall, 
Armour and its soap works, the Ar- 
mour Auxiliaries, will continue with 
Mickey Mouse Club (ABC TV I, pick 
up Arthur Godfrey as a network radio 
and television simulcast (CBS I and 
launch a new show, The Big Record 
with Patti Page (CBS TV). This show 
combination is the end result of this 
multiple blending to suit the different 
marketing needs of its food and soap. 

The cost of this television invest- 
ment? Perhaps $5 million, a sponsor 
estimate based on what is about half 
of the consumer advertising budget. 
All told. Armour may spend as much 
as $19 million a year on its advertis- 



Ad manager K. L. Skillin thinks tv is a 
fairly large risk; would like to see 13- 
week cancellation, elimination of l.asic net- 
work as a must, and later renewal dates 




ing. sales promotion and mcrchandi; 



ing efforts. 



The type of television programing 
used and the commercials incorporated 
into this programing are also the re- 
sult of this marketing blend. The tv 
medium is adaptable to both food and 
soap advertising — yet each of these 
major product groupings has vastly 
different marketing problems. 

Here are some of them : 

Distribution — Dial deodorant soap 
and shampoo have, in essence, 100% 
national distribution. Armour meats, 
turkeys, lards, margarines and cheeses, 
in contrast, have spotty distribution. 

Stores — Soaps can be distril uted 
throughout more different kinds of 
stores and therefore more stores than 
can food products. And, in addition, 
there's no spoilage on a soap product. 

Prices — Food items are more com- 
petitively priced — with perhaps only a 
one-cent difference on similar items — 
whereas soaps frequently have a wider 
range between fixed prices. 

Profits — The profit margin on a 
soap item is much higher for both the 
producer and the retailer than it is on 
food products. 

Competition — In Armour's case, 
its Dial deodorant soap appears to 
have a clear field ahead of the compe- 
tition because it was the first such 
product on the market and because it 
is distinctively different. But the food 
products, in contrast, have many labels 
with which to compete and the points 
of superiority or difference are not al- 
ways as marked as with Dial. Also, 
there are far fewer soap producers 
than there are food producers. 

Consumers — Foods, of course, are 
purchased primarily by housewives — 
so Armour s edibles are advertised on 
television programs with a predomi- 
nantly female audience but with some 
proportion of kids (because of frank- 
furters and a few other items which 
have strong appeal for youngsters). 




New product, Pan 0" Gold is frozen 
chicken and Armour's idea of an item 
which is also "distinguishably different" 

Dial, on the other hand, is a big fa- 
vorite with men, teens and women. 

These marketing contrasts led to de- 
velopment of this fall's television pat- 
tern. Mickey Mouse Club will reach 
both mothers and their youngsters; 
Arthur Godfrey will sell the housewife 
in the home; The Big Record combines 
elements which will appeal to mother, 
father and the teens. This is why The 
Big Record has been set for Dial; the 
first two shows for a variety of food 
items to be rotated seasonally. 

Multiple agencies: The television 
billing comes out of three advertising 
agencies: Foote, Cone & Belding, Chi- 
cago, which services Dial soap and 
shampoo, Chiffon flakes and liquid de- 
tergent (as well as seven industrial 
divisions) ; N. W. Ayer & Son, New 
York, with lard and shortening, the 
soap works, dairy, poultry and mar- 
garine division, frosted meats division, 
Dash dog foods, Tatham-Laird, Inc., 
Chicago, handling smoked meats and 
hams and the bacon and canned meats. 

But as of mid-November the Tatham- 
Laird food items — largely in the 
canned meat classification — will move 
to N. W. Ayer. At this time, the soaps 
will be concentrated in one agency — 
Foote, Cone & Belding — and the foods 
will be concentrated with Ayer. 

Armour's agency pattern has long 
been one of using multiple organiza- 
tions, both for the consumer and the 
industrial product. But. says K. L. 
Skillin, Armour's over-all advertising 
and sales promotion manager, multi- 
ple agencies cause problems which can 
more than offset the presumed advan- 
tages. This is the reasoning for con- 
solidating to two from three agencies. 
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lie sa\s the bights*! advantage In 
in<r mure than one ti«nu-\ i* thcre- 
1)) hating more than one «r*t of brain* 
Id pick. 

As director of all contpnnv adver- 
tising and promotion. Skillin works a« 
the cohc*ive agent *olidif\ing elToit* 
of three group*: c\tcrnall\ the dif 
ferent advertising agent ies; iuternallv 

the op«»r;iliii£ liierntchv (thrive him 
and the divisional advertising execu- 
tives wlio -peciali/e in certain prod- 
uct line*. 

Product difl'rreiiecs : lie e\p!ai' - 
some of these basic di (Terence* in the 
marketing of food and soap. 

"\ ou need nionev or ideas to even 
hegin to compete with the major soap 
manufacturer^, as is the case with Dial. 
Actually, it takes I, nth. \ ou can do a 
heav v joh of advertising a national 
specialty item like our *nap because 
there are few local *uap producers left. 

"Hut you reach a point of diminish- 
ing returns on all human functions and 
certainly on advertising. No one in 
the soap busine** even thinks of spend- 
ing more than |5 million on a prod- 
uct when everyone knows you can get 
a network tv show for S2 or $2 1 {» mil- 
lion on a 90-station network. The 
money isn't there to spend in soap 
manufacturing anvwav herau-c no 
company gets or has ever gotten and 
sustained more than 13** share of the 
market even though soap i~ ronsumcd 
hy 99' < of the people." 

The margin of difference in soap 
purchase, however, comes with the u-e 
of advertising. 

"We need television for Dial be- 
cause we have a good story we want to 
demonstrate. We've found several me- 
chanical developments which lend 
themselves to motion rather than to 
print." says Skillin. One of these de- 
vices: a blackboard first cleaned by a 
schoolroom eraser and then washed hv 
a wet cloth. This show* the complete 
remov al job of bacteria by Dial as con- 
trasted with regular soap. 

Food is a different matter, sa^ .« 
Skillin. 

"It's much more complicated, and 
food manufacturers are competing for 
the same dollar. Dial has 100^ dis- 
tributiov hut our food items' distribu- 
tion is much spottier both as to geog- 
raphy and as to stores. There's prob- 
abh a hijiher risk in food advertising 
because there are more food products, 
the profit margins are slimmer for 
I Please turn to page 99 ( 




Program: The llig Ret ortl with I'atti I'a^r -tarl- ou < lt> IV a- a w-vi fall i-nlrv. \rmmir 
planners: 1 1, in v.), David I.. Durnsin;:. uiur.. \rnnujr \ri\ili.irii> iiurkiln •» dipt.: Paul V. 
Tevis. pcnl. mur.. soap div.: John M. Hornier, a— ill. jn-nl. lie-r.. \\; I . I!. I'allon. \riiim r 
vice president in charge of \ \ ; H. I!. \la< I. ran. prHi-ral iu.ii ajer. -oap doi-ion 




Commercial: Demon-traiion- art- iv leclinitjne for both food anil -oap in-m-. I urkpy 
shot -how- how hoii-ew ifr -ave- hour- work, eliminate- need for 20 ingredient- and 
uten-il- when -he 1 > 1 1 > ~ an \rniour prepared lurkev. \ll thi- nenl- now i- -omr butter 




Promotion: Three recent Mi-- Va i-con-in- travel for \rnio ir. make per-onal appear- 
ance^ on tv program-, before club- and in -lore- in promote enn-iimpiion of it- \li-- W i-con-in 
brand chee-e-. \rmour al-o doe- inten-ive -how promoti >n to build it- large audienci-s 
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things aren't 
what they 
used to be 



This sorrowful gentleman 
(like so many television 
station executives today) 
has a problem. 



Once upon a time — and not very long ago — his station was synonymous with his market 
in every advertiser's mind. Now he finds this less and less so. Whose fault? Well, mayhe 
it s not really his. 

Since 1952. the number of TV stations has multiplied almost fivefold. There are 
enough applications pending to soon make it eightfold. Small wonder it hecomes harder 
and harder for an individual station to stand out ... to maintain its identity and prestige 
among advertisers and their agencies. Ordinary production line representation can't do it. 

But specialized representation, tailored to a station's character, will. Created by 
Harrington, Righter and Parsons, it sells the individual quality, prestige and local leader- 
ship of a station along with its availabilities. This takes a lot more than phone calls and 
routine sales visits. 

Sj)ecialized representation is possible for only a few . . . for stations of the caliber 
listed here. Perhaps you, too, belong among them. 



HARRINGTON, 
RIGHTER 
& PARSONS, Inc. 

NEW YORK • CHICAGO 
SAN FRANCISCO 'ATLANTA • BOSTON 



television — the only medium ice serve 



WCDA-B-C Albany WABT Birmingham WBEN-TV Buffalo 
WJRT Flint WFMY-TV Greensboro/ Winston-Salem 
WTPA Harrisburg WTIC-TV Hartford WDAF-TV Kansas City 
WHAS-TV Louisville WTMJ-TV Milwaukee WMTW Ml. Washington 
WRVA-TV Richmond WSYR-T V Syracuse 



14 
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FINAL PART 



Reprints of the complete Tirnrburers 
of the 1'. S. list it ill soon he made 
ai'ttilah/e in booklet form. Write; 
SI'0\SOK Serrires Inc., 10 /•.". 
Wth St.. ,\rir Yorh 17, \eir Yorh 



TIMEBUYERS 
OF THE U.S. 

Most extensive list of linielmycrs yet published links 
buyers with tlu'ir accounts (particularly regional or 
national spot clients), gives agency's address, phone 




lie I iniehuyers of the I . 5. listing, whose final install- 
ment starts on page U>. is prohaldv tin- most complete 
such list yet published. Primarih t he list is adapted from 
the summer 1957 edition of 7 ime Buyers Register, published 
by Executives' Radio- 1\ Service of Laxchiuoiit, N. Y. 
Added to this basic list is information which was reported 
directly to sponsor by agencies. 

Time Buyers Register is published three times a \ear and 
sells for S 15 a copy. It has been issued for six \ears and is 
compiled from a nationwide surve\ of agencies. 

The 77//ie Buyers Register list was modified by SPONSOR 
as follows: Client lists of many agencies were shortened both 
to save space and to throw emphasis on national and re- 
gional accounts. Accounts which appeared to be strictlv 
local in their operation were most frequently eliminated. 
An asterisk (*) after the agency name indicates that the 
agency's client list has been shortened. A dagger (f) indi- 
cates the agency reported information direct!} In sponsor. 



The listing is alphabetical by stales with cities appearing 
alphabetically below the stale heading. Agencies are listed 
alphabetical!} by cities anil include address and phone. 

Each agenc}'s listing includes the agency name, address 
and phone numbeT. Then in bold face appear the names of 
media executives (if the) were reported I and timebuyers. 

Accounts are then listed, followed by the name of the buy- 
er handling that account. In cases where agencies prefer not 
to specif\ which buvers are assigned to w hich account I be- 
cause of a team operation or rotating assignments I bu\ers 
and accounts are listed separately. 

sponsor in most instances has eliminated listing of agen- 
cies which mentioned no accounts. Agencie? so omitted 
which have since returned to active use of national or re- 
gional spot tv or radio should so report to sponsor at 40 E. 
Wlh Mreel. Xew \ork 17. N. Y. SPONSOR plans to reprint 
the list in a convenient booklet and will be glad to expand 
it to co\er additional agencies active on the air. ^ 

Listing starts on page 48 ► 
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lot — with all due deference to the Bard. Advertising has proved it. 



More important — it obtains for people, too. You make 
your own "brand name" by how you think and what >ou do. And this 
very "product image" will determine how much cake you have in 
this vale of tears. 

That's why — if you're in the broadcast field, SPONSOR is 
"A MUST" to receive and read. 

SPONSOR is so necessary because of the singular, definitive 

contributions it makes to an industry that requires not alone facts, 

but a penetrating comprehension of the factors motivating the multiplicity of 

talents it employs. IT'S THE ONE MAGAZINE 

RADIO AND TV ADVERTISERS REALLY USE. And the need 

for SPONSOR grows each day. It is an ever more important information center — 

an ever larger library of ideas — the compilation of the finished and the 

planned creative energies that spark the air thinking of the day. 

To get the most out of SPONSOR, it should be read— AT HOME. It is 
too rich in valuable material for a quick perusal on a 

routing list. Nor does it serve its fullest function that way for you, because it is a 
publication with the kind of stuff you want to 

cut away and file — a magazine of ideas that will generate ideas in you — 
make you more valuable to yourself and others. It will bring you closer to 
the "product image" you would like your 
name to be. 

For only $3.00 a year — 52 issues of the 
most useful publication in the broadcast field 
will be delivered to your home. For less than 
a penny a day what better time buy can you 
make as an investment in your future? 




THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



— E" "JUYERS OF U. S. . . . continued 



kJDC ADVERTISING 

" La Hon House, Pittsburgh 19, Pa. 
■it antic 1-5887 

useph C. Gusky, Jane Callaman 

VIpJiii Steel Corp. (steel processor), Callo- 
man; \nnor Co. (heating, plumbing, kitchen 
equip.), Gusky; General Office Equip. 
Corp., Callaman; Kaufmann's (dept. store), 
Gusky; Kenny Ross Chevrolet, Gusky; Sealy 
Mattress Sales Co., Gusky; Season-All Prod- 
ucts (storm windows & doors), Gusky; J. A. 
Williams Co. (Diets.: Hamilton, Seivel, Iron- 
rite, Zenith appliances), Gusky 

S. LAWRENCE ROTHMAN ADV.* 

Suite 1000, May Building, Pittsburgh 22, 
Pa. Atlantic 1-6611, 6612 

S. Lawrence Rathman 

Coffee-ette of America (in-office coffee serv- 
ice) , Cott Bottling Co. of Pittsburgh, Coyne- 
Evans (automobiles), Herbert's Jewelry Co., 
L. Ilormel (distrs.), Jersey Farm Products, 
Lubin & Smalley (florists), Milfred Corp. 
(insecticides), Quaker State Food Corp., 
Standard Rrands (Distrs.), Star Markets 
(super markets). Westmoreland Building 
Mart (builders supplies) 

SMITH, TAYLOR & JENKINS* 

223 Fourth Ave., Pittsburgh 22, Pa. At- 
lantic 1-9312 

Thomas J. MacWilliams (tv); Leslie B. 
Sterne (radia) 

Borden's Ice Cream Co., Dad's Old Fashioned 
Root Beer Bottling Co. (root beer, Dr. Enuf, 
Polar Water). King Leathers (personal lea- 
ther gds.), Koppers (treated lumber), Otto 
Cream Thru Sales (milk, cottage cheese), 
Pittsburgh Brewing (Iron City, Tech beer), 
Standard Air & Lite (air conditioning) 

W. S. WALKER ADVERTISING 

Oliver Bldg., Mellon Square, Pittsburgh 
22, Pa. Grant 1-1900 

Robert B. Stevens, radia-tv dir.; Robert L. 
McKee, ass't. radio-tv dir. 

Allegheny Ludlum Steel Corp., Blackstone 
Corp., Hagan Ice Cream Co., Niagara Mfg. 
& Dist. Corp., Pittsburgh Consolidation Coal 
Co., Pittsburgh Coke & Chemical Co., Ster- 
ling Oil Div., Quaker State Oil Refining 
Corp. 

JOHN R. C. WILLIAMS ADV. AGY.* 

1118 Investment Bldg., Pittsburgh 22, Pa. 
Atlantic 1-3124 

George Stimple 

Home Builders Assn. of Metropolitan Pgh.. 
Modern Doors (folding doors), Edward M. 
Ryan (builders), Vista Vu Verticals (verti- 
cal blinds) 

ROBERT WILTMAN CO.* 

223 Fourth Ave., Pittsburgh 22, Pa. Ex- 
press 1-0510 



W. A. Daley, M. Hensler, R. F. Wiltman, 
Arthur Kiefer 

Rrcakfa-t Cheer (coffee), General Electric 
(supply), Latrobe Brewing Co., A. J. Logan 
Co. (bedding), Republic Oil Refining Co., 
United Steelworkers of America 

ROBERT K. GANSTER ADV. AGY.* 

520 If'ashington St., Reading, Pa. 2 0992 

Robert K. Ganster, William E. Kahl 

Ik-rks Packing Co. (meats), Kahl; Kaier 
Brewing Co., Ganster; Kipton Industries, 
Inc. (hardware, hand tools) . New Standard 
Corp., Ganster; Peerless Heater Co., Boyer- 
town, Kohl; 1. S. Expansion Bolt Co., York, 
Ganster; Bob White Quality Frosted Foods 
Corp., Ganster 

sCKANTON 

ANTHRACITE ADVERTISING AGENCY* 

410 Scranton Times Bldg., Scranton, Pa. 
Diamond 7-9328, 2-2907 

L. L. Russoniello 

Consolidated Molded Prod. Corp., DeNobili 
Cigar Co., Moorc-Ford Co. 'Ford cars), Nehi 
Bottling Co., Parodi Cigar Co., Scranton 
New Car Dealers Assn., Scranton Storage 
Battery Corp., Skettino Food Products, 
Sprague & Henwood (drilling equipment & 
drills), Trager Mfg. Co. (insecticides), 
Vulcan Iron Works 

HENRY W. GANN ADV. AGY.* 

Chamber of Commerce Bldg., Scranton 3, 
Pa. Diamond 4-5731 

Henry W. Gann 

Gibbons Brewery (Gibbons beer) 
WILKES-BARRE 

THE LYNN ORGANIZATION* 

15 S. Franklin St., Wilkes-Barre, Pa. Val- 
ley 2-7182 

William P. McLaughlin, media dir.; S. C. 
B. Lynn, William E. Skrinak, Don Smith 

Bartels Brewing Co., Skrinak; Kingston 
Cake Co.. McLaughlin; Planters Edible Oil 
Co., Purvin Dairy Co., Skrinak; Wilkes- 
Barre Coal Sales 



RHODE ISLAND 

PROVIDENCE 

ARTHUR BRAITSCH ADVERTISING* 

528 Hospital Trust Bldg., Providence 3. 
R. I. Dexter 1-5313 and 1-4115 

Arthur Braitsch, John A. Lorimer 

Allen Distributing (Amana food freezers, 
DuMont television), Braitsch; Baird-North 
(jewelry), Braitsch; Hillside Farms (dairy), 
Larimer; Oliver Johnson Co. (Ojaco paint). 
Lorimer; Weybosset Pure Food Markets, 
Braitsch; White Pontiac Co.; Braitsch; 



Roger Williams Savings & Loan Assn., 
Braitsch 

L. C. FITZGERALD* 

228 Weybosset St., Providence 3, R. I. 
Gaspee 1-6760 

Lauis C. Fitzgerald, M. P. Byrne, Edward 
P. Canaty, W. M. Pickles, Peter Bolton, 
N. A. Johnston, Edna Hathaway 

Blue Cross (hospitalization), Garelick Bros. 
Farms, W. C. Littlcfield Co. (automobiles), 
Providence Ring Co., Providence Wholesale 
Drug Co., Sheraton-Riltmore, Providence, 
Tyler Products (coffee syrup) 

HORTON, CHURCH & GOFF* 

123 Georgia Ave., Providence 5, R. I. 
Stuart 1-5456 

W C. Coak 

Citizens Savings Bank-Citizens Trust Co., 
Donnelly's Men's Stores, East Greenwich 
Dairy Co., Lewis & Williams Furniture, Co., 
Mutual Savings Banks Assoc. 

GEORGE T. METCALF CO. 

31 Canal St., Providence 3. R. I. Union 
1-2634 

Robert A. Meehan 

Otto Seidner (mayonnaise), Starkweather & 
Shepley (insurance) 

NOYES & CO.* 

1800 Industrial Trust Bldg., Provident.* 
3 R. I. Gaspee 1-2087 

Henry Hart 

General Electric Co. (wiring devices), Nar- 
ragansett Elec. Co. (utility), Rumford 
Chemical Works (speedy cleaner) , White & 
Bagley Co. (Oilzum motor oils) 

GORDON SCHONFARBER & ASSOC.* 

58 Weybosset St., Providence 3, R. I. Gas- 
pee 1-4813 

Roger M. Shea 

Calif. Artificial Flower Co., Cladding's (dept. 
store), J. S. Inskip (foreign cars), Mono- 
gram Shop (personalized stationery, gifts), 
Paris Fabric Shop, Providence Retail Trade 
Board, Rhode Lland Provision Co. (Little 
Rhody meats) . Warwick Club Ginger Ale 
Co. 



SOUTH CAROLINA 

CHARLESTON 

ADVERTISING SERVICE AGENCY* 

Sergeant Jasper Bldg., Charleston, S. C. 
3-1129 and 2-6148 

M. Bishop Alexander 

Charleston Rubber Co.. Maritime Develop- 
ment Assn. of S. C, Myrtle Beach Chamber 
of Commerce. The Oaks Estates 
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ROBERT E. BRADHAM ADVERTISING" 

liox H8I, Charleston, S. C 2 0271 

Robert E. Brodhom, Morlcnc Holl, Berry 
Lemon, Robert E. Brodhom, Jr. 

liugw el- Elliott Co., Brodhom; William M. 
Bird X (In. (bldg. in.ilrn.il-. I , Brodhom; 
Charleston Oil Cn., Bradhom; Coburg Dairy, 
Brodhom; CopleslonN, Lemon; V. S. Hod- 
gers Nursery ( lainkcapilig > , Brodhom; lla\ 
Industries (heating rqpl.), Brodhom, Jr.; 
Hay Oil Co., Rodcckc; Stevenson /iniiuer- 
man Co., Bradhom; \ all Nnilh Co. (bldg. 
materials) , Brodhom, Jr. 

(.IIF.KNX 11. 1 E 

HENDERSON ADVERTISING AGENCY* 

5th FL, Insurance Bldg., Greenrillc, S. C. 

Betty McCowon 

General linking Co. (liond. Southern Area), 
Greenwood Parking Plant, Orders Mattress 
Co., Texize Chemicals (household cleaner) 



TENNESSEE 

I II KTTANOOr.A 

NELSON CHESMAN CO. 

240 E. \lth St., Chattanooga, Tcnn. AM 
6-49 12 

Richard H. Leiper 

Fleetwood Coffee Co. (regular & insiant 
coffee, tea), Forniis Mfg. Co. (toys). Stand- 
ard Iron & Wire Works (misc. iron for 
home & office, power mowers) 

MKMPIIts 

ARCHER & WOODBURY* 

Sterirk Bldg., Memphis, Term. Jackson 
6-H09 

Horry Woodbury, Word Archer, D. H. 
Sweoringen, C. W. Montgomery 

Mid-South Chemical (agric. chems.), Archer, 
Woodbury; Mississippi River Highway .\-<n. 
(tourist promotion assn.), Montgomery; 
Russell Reeves Co. (Olds dist.), Woodbury; 
Stephens Bros. (Carrier di~tr.), Montgom- 
ery; Wonder Products Co. (hobby horses). 
Archer 

GREENHAW & RUSH 

641 Sterick Bldg., Memphis 3. Tenn. 
Jackson 5-5596 

E. B. Greenhaw, R. H. Jocobs, Dora Fur- 
gason 

The Aloma Co. (lotion), Bayuk Cigars 
(John Rnskin & Melba eigars). Home Fed- 
eral Savings & Loan Assn., Humphrey's 
Mills (Honey Suckle eorn meal) 

EARLY MAXWELL ASSOC.* 

Suite 137, Hotel Gayoso, Memphis 3. Tenn. 
Jackson 7-3428 

T. J. Foley, Jr. 



(oiadda Mottling (.o. of Memphis, Mem 
phis \rkaus.is Speedway, Mid-^oiilh hair. 

ROSENGARTEN & STEINKE" 

lii.'i / moil he., Memphis 3, Trnn. Ja>L 
son 7- k>66 

Joy Scott, tv & rodio dir.; Norton Rojcn- 
gortcn, Lynn Stcinkc 

\ir Tcmperatuir (Chrysler air conditioner), 
Roscngortcn; Black & White Stores Glrv 
goods), Roscngortcn; Nat During Packing 
I'd. (sausage), Roscngortcn; ^lewart's 
(foods), Stcinkc, Roscngortcn 

SIMON & GWYNN 

3329 I'oplar Ave.. Memphis II, Tenn. FA 
7- 1691 

H. N. Gwynn 

American Snuff Co. (Garrett, Denial & 
Peaeh snuffs, Hull of the- Woods chewing to- 
bacco), American Tea & Coffee Co. (Am. 
Ace coffee, tea, peanut butter). The lluinko 
Co. (llumko shortening), Rigo Chemical 
Co. (Killo-K o insecticides), Honco Foods 
(Roneo spaghetti prods.) 

> \s|I\ ILLE 

C. P. CLARK 

The Penthouse, James Robertson Hotel, 
Xashville 3, Tenn. Alpine 6-4179 

D. G. Goodwin, pres. 

First Am. National Bank, Nashville Transit 
Co., Alex Warner & Son (food bank) 

TEXAS 

\M ARILI.o 

MONTE ROSENWALD & ASSOC.* 

H3 If. 1th St.. Amarillo, Tex. Drake 
6-7239 and 6-7230 

Monte Rosenwold, Dee Lchr, Lloyd Cook, 
Leonard Fronseen 

Adams Hard Facing Co. (farm tools), 
Rosenwold; Connally Implement Supply 
Co. (wholesale implement distrib*.). Rosen- 
wold; First Supply (o. (TV, automotive). 
Lehr; Garner Motors (Olds, Cadillac), Lehr; 
Jeoffroy .Mfg. (plows, farm equip.), Rosen- 
wold; King Trailer & Equipment. Fronseen; 
Panhandle Associated Grocers, Rosenwold; 
Panhandle Optometrie Society, Lehr; Segel 
Pipe & Steel Co. (irrigation casinc, well 
supplies), Rosenwold; Southern Farm Sup- 
ply (commercial fertilizer), Coak; Taylor- 
Evans Seed Co. (processor, wholesale, of 
field seed). Rosenwold; Willhorn Hro-. 
(tanks, pipe). Rosenwold 

\( sTIN 

SYERS, PICKLE & WINN* 

204 /T. 16th St., Austin 1, Tex. Gr 2-7226 

Bab Peck, Ro Ordwoy, Windy Winn, Bon- 
ner McLone, Ed Potter, W. E. Syers, Dave 
Taylor, John Greene, Bill Morrow 



\iisliu I ite 1 1 > — ■ 1 1 ho c, McLone; \ustin 
Meat < o. ine.it jrols.l. Peck; Hosting 
hades \s«n. of Ir\a«, Peck; ( apind Chr\ 
inlil, McLone; ( abani's Ilrown (furniture), 
McLone; <o\elt \ lol i bile ( o. ( Hiiick» I. 
Peck; Iron Wink-. Greene; llilhre-i 

I arii s (dairy). Winn; K I IK 1 \ , Peck; 
< arl Mm rr Jeweler«. Ordwoy; Pan l)an l\ 
Muki-M proilinis), Peck; Pure Milk Co. 
(dairy*, Toylor; >pi r laltv ( brunt als (m 
diisinal iheiiiisi,). Peck; 'Maldi-ford I'oii- 
liae. Peck; 'loxat I if* lu-uram e, Greene; 
I . [Srewei- Kniii laiion, McLone; West 
mi Holly, Greene 

1 ll(l\\ Ns\ n. la. 

RICHARDSON ADVERTISING AGENCY" 

710 If est I.etee St., Itr OH n M ill e. Tel. 

2-3312 
Jomcs W. Richordson 

Fir-t National Hank, Ilerenli - Powder (Tux- 
aphene), Owens Meat Parking Co., Port 
Fi rlilizer & Chemical Co. 

I) M.l. VS 

BLOOM ADVERTISING AGENCY" 

131 Fidelity I nion l.ije Hid p., Dallas, Tex. 
Riverside fi- 1736 

Wolt Brownficld 

\G Food Mores, liank-toii- 1 1 all Motor- 
'Oldsi. Carrier-Mock ( .'o. (air conditioning I . 
Centennial Liquor Stores. Ghizer W hole-ale 
Drug Co. i Orange Tommy. Old ^alty, Merg- 
I off beer I, Glo fr'eaning sysp-m), Ed Mailer 
Motor Co. (Ford). Pepsi-Cola Bottling Co.. 
Pest Guard Prods. ( insecticide ) . Morris 
Robinson ( Dodge- Plymouth ) . ^ari-Wax Co. 
(s-ani-wax. ^ani-gleam ) . Jiilin- H ehrpps 
i liquor di-tr.i. s ki!lern's Drns ""'.ore*. Titclie 
(.netiinjer ( o. (dept. siore). Zale Jewelry 
I chain stores) 

WARREN K. BREDLOW ADV. AGY. 

2303 Hire >f„ Dallas 1. Tex. Ruerside 
7- 1601 

Worrcn K. Brcdlow, Bstty A. Boxtcr 

Dnke-Dovle (appliances). Yent-A-llood 
i e inking ventilator) 

HEPV/ORTH ADVERTISING CO.* 

701 Reserve I. nan Lite Ride., Dallas, Tex. 
Randolph 2353 

Winston Boll, Jr., S. W. Hcpworth, N. C. 
Olson 

Brockles Foods Co. < *alad dre-singi. Hep- 
worth; Dales Toy land. Boll; Figaro Co. 
• barbecue smoke, etc. i, Hepworth; Pie-Tex 
(.o., Hepworth; Mandard Foods Co. 'cook- 
ies), Hcpworth; Belle Roberts Corp. (hand 
& skin cream). Hcpworth 

THE McCARTY COMPANY OF TEXAS 

1500 Jackson St.. Dallas. Tex. Riverside 
11227 
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!P -Z UYERS OF U. S. . . . continued 



* Montgomery 

J \ir ines Texas School of Practical 

TCLIFFE ADVERTISING AGENCY 

501 Mr ram tile Bank Bldg., Dallas 1, TY.r. 
PA 8035 

Morclle K. Ratcliffe, Jr., media dir.; Wil- 
da H. Wilson 

First Federal Savings & Loan Assn., .Mag- 
nolia Petroleum Co. (Mobilgas, Mobiloil), 
Mercantile National Bank 

ROGERS & SMITH ADVERTISING* 

1025 InsurO-Medir lildg., Dallas, Tex. 
Riverside 1-6014 

Howard B. Fisher, radio-tv dir.; Mary 
Ann Baccus, ass't. 

T. W. Burleson & Son (honey), Dearborn 
Stove Co. (stoves, air cond.), Guiberson 
Corp. (oil well supplies), ICT Life Insur- 
ance Co., Jones Blair Paint Co., Macatec 
I building materials). Min-O-Matic Foods, 
Wolf Brand Chili 

TAYLOR-NORSWORTHY* 

820 N. Harwood, Room 510, Dallas 1. Tex. 
Prospect 7773 

Helen Barham media dir.; Benjamin Jan- 
uary, radio-tv dir. 

American Liberty Oil Co., Barnham, Janu- 
ary; Dallas Rupe & Son (investment bank- 
ers, January; Doran Chevrolet Co., Janu- 
ary; Finance Trust Co., January 

TRACY-LOCKE CO. 

2501 Cedar Springs Road, Dallas, Tex. 
RI 8-4711 

Ernestine Parker, media dir.; Lawrence E. 
DuPont, radio-tv dir.; Paul Girard, Mar- 
garet Denney 

Adleta Company (appliances), American 
Brewing Co. (Regal beer), Mrs. Baird's 
Bakeries (bread), Borden Co. (Southern 
Div.), Burrus Mill & Elevator Co.. Cham- 
plin Oil & Refining Co.. Chance Vought Air- 
craft, Duncan Coffee Co. (Maryland Club. 
Admiration coffee), The Frito Co., Haggar 
Co. (men's slacks), Imperial Sugar Co. (cane 
sugar), King Candy Co. (chocolates), Louisi- 
ana Quality Pine, Southern Pine Assoc., 
Stanback — Texas Markets, Thompson Mfg. 
Co., Trans Texas Airlines 

F.L PASO 

WHITE & SHUFORD ADVERTISING* 

1821 Wyoming St., El Paso, Tex. 3-448 V 

Can T. White, L. Stanley Shuford, James 
McA. Cook, Louris K. Tishler 

Ahley's (canned Mexican foods). White; 
Hokc-RawsTn (Sunland potato chips), Tish- 
ler; 0. K. Van & Storage, Cook; Packard- 
Bell Co. (Radio-TV sets), Shuford; Stand- 



ard Oil Co. of Texas, Shuford; Turner's Gen- 
eral Tire Co., Tishler 

K)HT WORTH 

ROWLAND BROILES CO.* 

805 Dan Waggoner Bldg., Fort Worth 1, 
Tex. Edison 2-2261 

Claudia Benge, Maxwell Goodman, C. C. 
Brown 

Bandera Hat Co. (western hats), Benge; 
The Camera Shop, Benge; Ellison's (home 
furnishings), Goodman; State Reserve Life 
Insurance Co., Brown; Texas Motors (Ford 
dealer) , Brown; Typewriter Supply, Good- 
man; Westfall Oldsmobile, Benge 

EVANS & ASSOC. ADVERTISING 

909 Dan Waggoner Rldg., Fort Worth 2. 
Tex. ED 2-2201 

Barbara R. Seever, media dir. 

Ace High Co., Hawk & Buck Co.. WUliam- 
>on-Dickie Mfg Co. (men's apparel, work 
& casual clothes) 

GLENN ADVERTISING* 

First Life Bldg.. Fort Worth, Tex. Edison 
2-4476 

Merle W. Bell, v. p., A. G. McDaniel, John 
H. Stewart 

Flour Mills of America (feed), McDaniel; 
Fort Worth Sand & Gravel Co. (sand, gravel 
& ready-mix concrete), Bell; Frontier Pon- 
tiac (new cars), McDaniel; Globe Labora- 
tories (livestock remedies). McDaniel; John- 
son Storage & Van (long distance), Mc- 
Daniel; 0. B. Macaroni Co., McDaniel; 
Sakrete, Stewart; Station WBAP-570-820- 
TV, McDaniel; Tex. Dry Concrete (Sak- 
rete), Bell; Texcrete Co. of Ft. Worth (Tex- 
crete Masonry), Bell; Twin City Concrete 
Products Co., Bell; Westronics (recording 
instruments), McDaniel 

WILLIAM E. JARY CO. ADVERTISING* 

1115 West 5th St., P. O. Box 1816, Fort 
Worth, Tex. Edison 5-9324 

Bill Shropshire, William E. Jary, Jr., Mary 
Ruth Googins 

Bebrick Co. (automobile painting), Jary, 
Jr.; Daniel-Cunningham (drug store), Shrop- 
shire; Hillard's (Ford dealer), Googins; 
Leddy Bros. (Western boots, saddles, cloth- 
ing) 

norsTo> 

AYLIN ADVERTISING AGENCY* 

904 Lovett Blvd., Houston 6. Tex. Jack- 
son 9-3766 

Josephine Moore, radio-tv dir.; R. N. 
Aylin, pres.; Chas. Lewis, v. p.; Robert A. 
Lahr, v. p.; A. P. Cameron, AE 

Apco Prods, (alum, windows). Aylin; Albert 
Berry (Dodge-Plymouth), Moore; Black- 



Black-Brollier (concrete bldg. mats.,), Lewis; 
James Bute Co. (paint & wallpaper), 
Chrysler Airtemp of Houston (air cond.), 
Clark & Courts (office supplies), Moore; 
C. B. Delhomme (Chris Craft Dir., Dist.), 
Moore; Henke & Pillot (supermarket chain), 
Moore; Johnston Motor Co. (Ford), Lewis; 
\rthur Murray Studio, Moore; Nichols In- 
dustries (mfr. toy cap pi-tols), Moore; 
Rheem Mfg. Co. (water heaters), Lewis; 
Trimlines (reducing system), Moore 

BOONE & CUMMINGS* 

3003 Louisiana. Houston. Tex. Jackson 
8-5577 

Lauri Schutt 

DeMontrond Buick, Gulfgate Shopping City, 
Lack's Variety Stores, Retail Lumber Deal- 
ers Assn. of Houston. Sharpstown (residen- 
tial development) , Straus-Frank (appliances) 

FOOTE, CONE BELDING 

806 Main St., Suite 1310, Houston, Tex. 
CA 8-0395 

Joann W. Prior, media dept. 

Gulf Brewing Co. 

RIVES, DYKE & CO.* 

2503 Robinhood, Houston, Tex. Jackson 
6-2361 

Earl Rives, Claude Henley, Tom Rogers, 
Jean Brown 

C & I Life Insurance Co., Rogers; Delta 
Steel Buildings Co., Henley; Dowell, Hen- 
ley, Brown; Metallic Bldg. Co. (prefabri- 
cated steel bldg.), Henley; Stewart & Ste- 
venson Services (irrigation systems and in- 
dustrial Diesel engines). Rives 

RUTHRAUFF & RYAN 

5615 Fannin St., Houston, Tex. Jackson 
4-7531 

Ted Keady, Mary Kay Mansell, Gordon 
Hill 

General Elec. Supply (GE prods.), Hill, 
Mansell; Gulf States Utilities, Hill, Man- 
sell; Texas State Optical. Keady, Mansell 

TRACY-LOCKE CO.* 

2332 West Holcombe, Houston, Tex. Mo- 
hawk 7-3306 

Helen Sanford 

The Borden Co. — South Texas Area Only 
(Borden's milk, Borden & Lady Borden ice 
cream), Duncan Coffee Co. (Admiration & 
Maryland Club coffee), Tex Sun Corp. 
(citrus fruits & juices I. Trans-Texas Air- 
w ays 

HBBOCK 

CRAIG & WEBSTER ADVERTISING 
AGENCY* 

204 All American Security Life Bldg.. 
Lubbock. Tex. Porter 3-8238 
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CANADA'S ONE 
COMPLETE SERVICE 
FOR RADIO AND 
TV ADVERTISING 

From kine recording to syndicated TV 
film shows — from tape duplicating to 
transcribed radio programs — Caldwell's 
are equipped and manned to supply Canada's 
one comprehensive radio and television 
advertising service. 




Mnntrcnl Toronto Ottawa Winnipeg Vancouver 
Heail Ollice: 

417 JAUV1S STKEET - TOHONTO. ONTARIO 
Telephone WAlnut 2-2103 



TKKAT KM LIKi; GOLD! 

. . . That's what we tell every new 
employee who starts work at 
Sponsor Handling film is our 
business. It's an exacting, precision 
kind of work and we make sure 
that each of our experts takes pride 
. . . and pleasure ... in caring for 
your film. 



Wrilc lor the tree booklet that 
describes Sponsor Film Sersiccs" 
oper.itions in detail. I.e.irn why 
Canada's top agencies consistently 
come l<> us tor film scrsicinii 



SPONSOR FILM SERVICES 



443 Jarvis 



CORPORATION LIMITED 
Toronto • Telephone WAlnut 4-1179 



CLOSED-CIRCUIT 

THE EXCITING NEW MEDIUM FOR 
SALES MEETINGS, TRADE SHOWS 
AND PRESENTATIONS 

Today's clients realize the dramatic 
impact of group communication . . . the 
personal message. And now, more than 
ever before, closed-circuit telecasts 
are in great demand across Canada. 
When you need this service, think of 
TelePrompTer — Canadian closed-circuit 
pioneers. 

TelePrompTer 

OF CANADA LIMITED 

447 JARVIS STREET - TORONTO. ONTARIO 
Telephone WAlnut 3-S072 



QUALITY AUDIO-VISUAL 
EQUIPMENT FOR AGENCIES, 
STATIONS AND PRODUCERS 

Broadcasting, telecasting and audition 
equipment — that's our business. We carry 
the world's most famous lines of project- 
ors, playbacks, tape machines, cameras 
and lights — everything you need for suc- 
cessful audio-visual presentations. 

Our new equipment catalogue is in 
product ion right tiou: fir serve i/our 
eopg — and get full in formation on amj 
of our products — hy writing us today. 



CALDWELL EQUIPMENT CO. LTD. 

447 Jarvis Street - Toronto. Ontario 
Telephone WAlnut 2-2103 



J 



TI5V2E BUYERS OF U. S. ... continued 



T ruce Craig, Leon E. Horris, Robert 

C aik 

Dairy Products (Bell Quality Chekd ) . 
.( .it Plains Life lii.-uranee Co., lli-Dllo 
_)n\e 1 11 — (dri\e-in cafes), Uolsum Baking 
Co.. Lubbock \uto Co. 'Ford). Horris; 
Sellers. Jondahl, Jenkins Furniture, Jack 
'-pratl Co. ( ^prattco prod*.), Underwood'* 
I Frozen Bar-B-Q), United Chemical Corp. 
of New Mexico (mfg. water treatment chemi- 
cals). Croig 

-\V WIOMO 

PITLUK ADV.+ 

123 Auditorium Circle, San Antonio. Tex. 
CA 3-6131 

Charl s Corolus, Jock N. Pitluk, Jack N. 
Pitluk, Jr., Louis H. Pitluk, Som Riklin 

Bache & Co.. L. H. Pitluk; BellKotzebue, 
Carolus; General Oldsmobilc. L. H. Pitluk; 
Joske's of Texas, Riklin; llayes-Sammons 
Corp., Corolus; Pearl Brewing, J. N. Pit- 
luk; Rainbo Baking Co.. Pitluk, Jr.; Roege- 
lein Provision, Pitluk, Jr.; Sommers Drug 
Stores, Pitluk, Jr. 

w \co 

CENTEX ADVERTISING AGENCY 

117V.' South Sixth St., Wac;>, Tex. 4-5112 

Thomas Suits 

Frank Smith & Sons I f resb dressed ehicken), 
Texas Conerete Works 



UTAH 

SALT LAKE CITY 

DAVID W. EVANS & ASSOC.* 

110 Social Hall Ave., Salt Lake City 11, 
Ltah. Elgin 5-2935 

Noro Eddington 

Buehner Block Co.. Courtesy _M:>;ors ( Dodge. 
Plymouth), ^orbsst Turkey Growers Assn., 
Porter Walton Co. (seeds), Safeway Stores 
(Salt Lake Div.), U and 1 Sugar Co., U. S. 
S-eel 'fertilizer), ltah Poultry & Farmers 
Coop., ZCMI (dept. store) 

FRANCOM ADVERTISING AGENCY* 

236 Edison St., Salt Lake City 11, l tah. 
Elgin 5-7507 

A. Woyne Boker, Joseph S. Froncom, Jock 
Horvey, Thoyne R. Horr's 

\. A. Home Improvement Go., S. Francom; 
\iichor Lumber Co.. Horvsy; Ballard Mo- 
hr Co.. Harvey; Fred \. Carleson Co.. 
Boker; Foulger Equipment Co.. Horvey; 
l.t gan Home Bldg. Society. Froncom; Mira- 
c,'.- Trim (Dunfiehl-Durkee) . Froncom; 
Morrison & Merrill Co.. Harvey; Nu Way 
Builders Supply, Harvey; Pehrson Hard- 
ware Co., Harris; Port- A-Table 'portable 
-ewin"' machine), Horvey; Producers Live- 



sioek Marketing \— n., Froncom; Redi- 
Food-, Inc. (frozen foods mfr.), Francom; 
Rosen's Original Fiirmbill. Horris; Sentinel 
Ins. Co., Boker; Standard Sales Engineers, 
Horvey; Utah By-Product- Co., Froncom; 
Wasatch Chemical Co. (infr. chemicals, farm 
fertilizer & Morgro garden prods., fertilizer 
H insecticides) Boker 

GARDINER ADVERTISING AGENCY* 

252 5. Second East, Salt Lake City 11. 
I tuft. Empire 1-6573 

Horold Gardiner 

.'mold Machinery Co., J. C. Barton Motor 
Co., Mrs. Condies Salad Co., Cook Tea & 
Coffee, ExCelCis Products Co., Grand Cen- 
tra! Market-, Hot Shoppes, Dick Morri-on 
Tire Co.. E. C. Olsen Co., Shingleton Pfaff 
Distributors, Utah Canning Co., Wilson 
Products Co. (food) 

HARRIS & MONTAGUE ADVERTISING* 

1515 Walker Bank Bldg., Salt Lake City, 
l tah. Em/iire 3-8815 

R. T. Horris, R. G. Love, K. E. Montogue, 
J. M. Fitzpatrick, F. E. Peek, R. W. Wood 

Associated Grocers (stores), Wood; Clover 
Club Foods Co. (potato chips, etc.), Horris; 
Morning Milk 'evaporated milk), Horris, 
Love; \X eber Central Dairy (dairy prods.), 
Horris, Peek 



VERMONT 

WHITE RI\ ER JIMTION 

WARK ASSOCIATES* 

White River Junction, Vermont. 1023 

Stewort Work, A. E. McCollom 

Bromley Ski Area, Manchester, McCollom; 
llartness House. Springfield, Vt., McCollom; 
Sewards Dairy (dairy prods.), Work; Twin 
State Fruit Corp. ( food & beverage whole- 
salers). McCollom; Vermont Assn. of Ins. 
Agts.. Work; Vermont Natives Industries 
( Bridgewater) , Work 



VIRGINIA 

RICHMOND 

CARGILL & WILSON* 

11 South Second St., Richmond, I a. 
3-4307 

Robert C. Holl, Jr., Goy O'Brien 

City of Richmond (utilities), Commonwealth 
Natural Gas Corp., Larus & Bro. (Domino 
cigarettes), Life Insurance Co. of Virginia. 
Massey, Wood & West (coal, fuel oil), Sam 
McDaniel & Sons (food prod.*.), Portsmouth 
Gas Co. (natural gas), Smithfield Packing 



Co. (meats), ^ a. Elec. & Power Co., ^a. 
>kyline Co. (travel) 

CABELL EANES* 

509 West Grace St., Richmond, Va. 7-4013 

J. C. Eones, F. W. Morse, R. R. Mou, 
Harry D. Moore 

\nearrow Marine (-peed boats), Mou; 
Chri-tian Children's Fund (adoption of or- 
phans) , Morse; Southern Lightweight Ag- 
gregate Corp., 'Solite), Moore; Southern 
Materials Co., Moore; Virginia Elec. & 
Power Co., Eones; Virginia State Apple 
Comm., Morse 



WASHINGTON 

SEATTLE 

GAIL ADVERTISING CO. 

801 Joseph Vance Bldg., Seattle 1, Wash. 
Seneca 1622 

Williom M. Goil 

L. E. Belcourt ( DeSoto-Plymouth) , Golden 
Glint Co. (cosmetics) 

BOTSFORD, CONSTANTINE & 

GARDNER* 

1400 Tower Bldg., Seattle, Wash. Elliott 
3523 

John P. Heverly 

Olympia Brewing Co., Wash. State Ferries 

COLE & WEBER 

920 Republic Bldg., Seattle 1, Wash. 
Elliott 7377 

Colleen Mottice 

Centennial Flouring Mills, General Ins. Co. 
of Am., D. K. MacDonald Co. (insurance). 
Medosweet Dairies, Pacific Food Products. 
Pacific Telephone & Telegraph Co. ( Wash- 
ington & Idaho areas), Washington State 
Apple Comm., Weyerhaeuser Timber Co. 

MILLER, MACKAY, HOECK & 
HARTUNG* 

510 Virginia St., Seattle 1, Wash. Mutual 
6363 

Robert H. Wesson, medio dir.; Irving Hill, 
oss't. medio dir.; Gerold A. Hoeck, rodio- 
tv dir.; Jomes R. Miller, Wolloce J. Moc- 
koy, Phil A. Reilly, John L. Kime 

Bardahl Mfg. Corp. (oil additive), Wesson, 
Hoeck; Brown & Haley (candy, almond 
roca, mountain bar), Wesson, Hoeck; Bu- 
chan Baking Co.. Hill, Mackoy; Charbon- 
neau Packing Corp. (tree top apple juice). 
G. P. llalferty Co. (Pioneer clams). Wes- 
son, Kime; Seattle Packing Co. (Bar-S 
prods. & Serv-U meats) , Wesson, Mockoy; 
Sicks' Seattle Brewing, Wesson, Miller 
(List continues on page 61) 
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"I see 
where 
STORZ' 
spot 
billing 
lias 
tripled 
in the 
last 
two 
years." 



So I 

understand, 

I notice 

they're 

running 

over 10 0 

pages 

in 

SPONSOR 

this 

year." 



CASE HISTORY 



3 of SPONSORed ADVERTISING 



"Todd Storz lit a fire 

in Omaha when he 
bought KOWH," 



Back in '49 KOWH was small and 
unknown; it needed the guiding 
hand of a dynamic personality . . . 
new ideas, new programing, new 
business. A made-to-order buy for 
Todd Storz and his "New Look" in 
radio. So he bought it. 

Almost immediately, the station took 
on new life as the Storz concept 
came into sharp focus, and the first 
Storz radio operation, aided by 
strong national advertising, became 
known in the far-flung corners 
of the nation. It was the start of 
one of radio's most amazing 
success stories— a SUCCeSS 

that grew, and grew, and grew! 




"How did Storz 
build his success 

and acceptance?" "Advanced 

programming 




The sales policy was simple. It was based upon hard-hitting sales 
representation plus aggressive trade paper advertising. SPONSOR 
went to work for Storz in 1951 at a modest first-year salary of 
S280.50, the beginning of a long mutually-profitable relationship. 

With KOWH a solid success, in 1953 Storz bought WTIX, 
New Orleans, and put it under the experienced leadership of 
Fred Berthelsen. In May 1954, 10,000-watt WHB in Kansas City 
came into the fold, with youthful, dynamic 
George W. Armstrong at the helm. 

Throughout this period the Storz stations expanded their trade 
paper push although their big national spot recognition was still to 
come. By 1955 (with WHB in the fold) the Storz trade paper 
budget had grown to $25,000— with national spot revenue 
jumping from \S.S r r of total income the previous fiscal year 
to 22.5^7 in 1954-55 (July through June). 



"Look at 
this STORZ 
spot jump. 
In 1955 
over 50% 
above 1954." 



"And 
look at 
SPONSOR, 
350% above 
the 

previous 
year." 




The three-station Storz income for 
the fiscal year 1955 was triple 
that of 1954, the first full year of 
operation. National spot income wae 
five times that of 1954, thirty times 
that of 1950, and a very healthy 
22.5% of total. 

The investment in SPONSOR was 
more than tripled during 1955; wa 
forty times that of 1951 ! 

Storz, ever dynamic, continued to 
grow. WDGY in Minneapolis- 
St. Paul was added in January 1956 
WQAM in Miami, under creative 
Jack Sandler, in May 1956. Today, 
with the sale of KOWH in 1957, ther 
are four stations in the group, 
individually yital and important, 
collectively one of the dominant 
forces in American radio. 



Where is SPONSOR in the 
STORZ story today? 

The top magazine on a four-magazin 
schedule ; with a total budget nearly 
equalling the other threee combined. 
Over one hundred pages in the 
single year 1957, a schedule which / 
proves what Todd Storz preached— 
namely, that a strong saturation 
campaign in the *1 medium (whethei 
radio station or trade magazine) 
is mighty good business. 



"Here's the Storz Story 

in dollars -and- cents." 



Year 
Ending 
June 30 


SPONSOR 


Magazine 
"B" * 


Magazine 


Magazine 
"D" 


Storz National 
Spot Revenue 


% Spot Is 
of Total 
Revenue 


1950 




$ 9,000 






$ 11,000 


7.4% 


1951 


$ 280 


9,500 






23,000 


10.1 


1952 


4,233 


10,000 


$ 840 




29,000 


9.4 


1953 


6,077 


10,000 


925 




52,000 


14.3 


1954 


2,796 


10,500 


925 




62,000 


13.8 


1955 


9,118 


14,400 


1,600 




332,000 


22.5 


1956 


24,132 


23,200 


2,800 




723,000 


27.6 


1957 


38,317 


27,750 


4,470 


$13,500 


1,622,000 


34.5 



'Appropriations for Magazines "B" and VV C" approximated for years prior to 1957. 



K0WH WTIX 



Omaha 
1949-1957 



New Orleans 
August, 1953 



WHB 

Kansas City 
May, 1954 



WDGY 



Minneapolis-St. Paul 
January, 1956 



WQAM 

Miami 
May, 1956 




"SPONSOR... 'must' 
reading for all in 
the broadcast and 
advertising field" 



"When we write Storz 
ads for SPONSOR, 
ive know we'll be seen 
by a lot of somebodies" 



ADAM YOUNG 



HARRY LONDON 



RADIO STATION REPRESENTATIVE 



HE.\m J. kU'FMW & ASSOCIATES 

1119 H STREET. NW. • "WASHINGTON C. D.C. 



3 EAST 54tfa STREET. NEW YORK 22, N. Y. . TELEPHONE PLAZA 1-4348 



June 12, 1957 

Mr. Norman Glenn 
Sponsor 

40 E. 49th Street 
New York, N. Y. 

Dear Norm; 

I have always been a firm believer in the volue of trade poper advertising. 
It ?s tfte obvious way to reach our prime prospects in selling brood cast facilities. 

If I had needed any further convincing, the success of Tadd Storr' compoign 
in S pons of would have done it. Every Storz ad in Sponsor has attracted attention, 
comment, ond - what is most important - interest. I believe that Todd's Insertions 
in yaur magazine have been o definite old in our spot soles efforts. 

Obviously, the advertisements alane would have been of little volue if the 
editorial content af Sponsor had nat mode the magazine "must" reoding for oil of us 
in the broadcast and advertising field. Every issue Is vital and important, ond this 
vitality and importance add Impact to the advertising. 

Congratulations on rhe fine job you are doing for rhe sponsors - and for 
your advertisers. 




am Yaung 



June 3, 1^5*7 



Mr. Norman Glenn 
i-PONSUR Magazine 
40 &-st 49th Street 
Net. Xorn, he» ior*. 

hei-flj- tnree years ego, honatn . . . 

... tie were appointed, bs advertisinp agents far three 
Storz Stations, *»Hf> htvin^ oeen acquired just s fe« oonthc 
yr-viously. Even at thtt juncture, Todd Storz pbe e o&jor 
trade press edvertirer, and 6Po;ibU *as playing a sitTiifl 
r-nt role in Storz Station frowth. 

nt U.ir writing, there are five itor; i-tt-t.ons. It V-Hes 

i-ord iiKt "pQenomKru-l" to ae^criDt- *nat has hfippenea, s 
,.-ou can ^ee from the progressive bl Hints figures supplied 
to you, 

Tr.ose intervening years h&v* ueen nw- rxt-c jy a sharp in- 
cretfe iri _torz trade proa&tion. The ttorz -tationa arc 
no« among the biegeit users of tr.e industry prers. I 
don't have to tell yau how gret rj.y -rVi^Oh iits shart-d In 
this increase. 

The rapid growth of Todd's expenditure «ith you sbould be 
ample and gratifying evidence of tne fine job izPQaJjr. hte 
done. 

All I have to add is. this,: Certalnl >■ no s n le eavertlse- 
nent or series of ads — ho*ever arre. tlx,? or convincing — 
can hope to ».lte a point unless there f b-onebocy to see 
it. Ahen we write Stor2 bj.-- for sPG < r., *e *jiow we'll be 
seen by a lot of somebodies. 



kindest persona.1 regards. 



Cordi&Hy, 



Harry London 



NIWTOU • CHICAOO • ST.IOUIS • lOl ANtlllS • SANPIANCISCO • IOSTON 



-SPONSOR has 
certainly played a vital 
role in our development" 



TODD STORZ 



THE STORZ STATIONS 

22? SOUTH 15' ■ STREET 
OMAHA 2.*CIM3K.t 

May lb. 1957 



I>aar loiun, 

In tba ralatlraly abort biatary of tha Stara St»tlon«, hardly a 
■ootb haa paaaad ahlch baan't daaonatratad «ith graat lapaot — 
tba laportuca and ralua of our national apot pramatlon Id tba 
trada pf«««. 

la faal tbl« liportuc* and valua In aur phan««anal jro»tfc in 
national ■ pot billing* — now running at JJOO.OOO par «onth. 

Without trada pronation, »hlch roll** haavily on Sponaor, all 
our otbar afforta oould hara fallad to baar fruit. I rafar to 
tba traoandoua aaount af anargy and thi nfclog ahlob «• dayota to 
tha oraatlon of a fraah, llatanabla, attraotlra aaund. Thaaa 
afforta hara hrougbt to aaoh of our atatlona tha hi* audi ana* in 
Xtl markat. Tb,*** big audlancaa hara acablad ua t» plaoa in tha 
band a of our national rapraaantatlvaa po»arful aalllnf toalt. 

But a»an tba aaat powerful atary in tba hand* of our ooapatant 
and raaourcaful rapa, cannot ha drlran ba«a altb full faroa un- 
laaa aur praapaota ara arpoaad to a oontlnuous pracondl tloning — 
batb at to tba Stors ooncapt of aalllctf-Yla-radla, and ahat tha 
Individual ttatlona hara aoooapllabad In tbalr aarkata. Our 
axparlanoa baa baan that vben va (or aur rapa) oall an a tlaa-buyar, 
ba alraadjr kaova tha Stort atary. 

That* a all ii'ti aTar aakad af our trada promotion — and aa'ra haan 
gattlnj Juat that froa Sponaar, In full xaaaura. 

I can't halp hut think back to our firat daya la radio. Wa aara 
Juat ba«lnnln«; to craata a r,a« kind of radio, and you vara Juat 
atartln« out to craata your apaclal kind of industry publication. 
It'a lntaraatln^ to n*»a tba parallala In our gr*w\h axd youra. 
I don't knoa to what artant you oan cradlt tha Star* Station* »ith 
your daralapaant — but Sponaor haa cirtalnly playad a Tltal rola 
in our*. 

Cordially 



cordially xeura. 



TS/r«p 



Txid Stort 



"Your good publication has 
been the recipient of a 
substantial portion of this 
investment since the first issue" 



JOHN BLAIR 



JOHN* HIAIK f". COMl'VW 



4i * **K*+rm »»f mf 
•wFW VOUK l ■ StV. V PK 



1 r 



'Ir. So nun 3. ulenri, 
£41 tor 

iconaor V-a^ailr* 
lib Eait Street 
New lortc 17. He* Iork 

L*ar Nom 

Probably the teat te»t:,-acnial we car. « *.V f.'Vt- 

lT*ft*«a of tr*3e paper advert li inf In th# trvadcaillr-i 
field le our own continue --J ua* of our industry trad* 
pawrs for o\.r ccer-ar^ 1 adT*rtlslr-f over ■ r*>rtod of nor* 
than 2h jrars. Tour fOO<3 -ubllcat-lon r-ia b««n t*"* r"Ci?*.- 
eot of a iuba'-antlal rortlcr of t>*f Urttat-ip-i nine* V* 
flrit lsi j* 

■>jt it trj* of our comrtnj ihoult? ilKlLarly t* trjf fcr 
radi- itatlon*. A v*ll ^*rat*d radio 1 op alvmji h-aa 

a aound, ccrjlst*nt 5*1* s itory to tr»s*nt to Its cllen's, 
and trad* pawr p rot»tion rerr*a*Tti an ir-wr w.**y to 
kf«P tV ?tory ?»f^r* t>e *r»c> oo tfc* «a->? baai? •>** 
nakaa (©od cerj'j^r ad»»r*lii.i^ itaccaaaf I - eoril'Vicj 
and eortlrji^y. 

5est p*raonal r»iard», 




ATLANTA KO^TO"* (HH*'", »Al.L*S 

LOSANGei.ES if* TORK ST LOflS SAN HLW IX O 5-tATTLE 



SPONSOR 

the only magazine serving the 
broadcast industry that is completely 
pin-pointed to agencies and advertisers. 

SPONSOR 

largest circulation in the radio 
and TV field among agencies 
and advertisers. 

SPONSOR 

geared for on-the-spot reporting and 
interpreting of major developments 
in the swift-moving broadcast field. 

SPONSOR 

number one magazine in the 
broadcast field according to 
independent surveys (see the latest 
SRDS studies for the most complete 
analysis.) 

SPONSOR 

with nearly 1,000 subscriptions at 
the 40 leading advertising agencies, 
covers this big-buying group 
most effectively. 




SPONSOR means action . . . 

brings you resultful advertising." 



40 East 49th Street, New York 17, New York 
Chicago • Los Angeles • Birmingham • Philadelphia 

the weekly magazine radio tv advertisers US> 



TIMEBUYERS OF U. S. . . . eontintteit 



\i, \ 11 1 K < i ontinaed ) 

PACIFIC NATIONAL ADV. AGY. ' 

2121 Fourth ti t:. Scuttle 1, II ash. hlliolt 
I 101 

Gertrude M. Nymon 

Kurlon Mine Mme*. Car-ton- Packing (.o. 
( ( iarsttu-- 1 U gi ado incut prod*.; wieners, 
hum-, bacon, ti'li incut, etc.), Cherry 

Growers & Industries Fouiutatiou (canned 
Vuvteiu >v>rrt cherries), Fisher Flouring 
Mill- Co. I ZOOM, Fi-hei'- blend Hour, pan- 
cake in k -v #27. etc.), lle-periun On hard- 
( gift-parked lle-periau frnil-). Imperial 
Cmldy Co. (Niciete brand chocolates and 
eundie-i, lxadio Ma lion KOI., Seattle, Fang 
& Co. (Odd Miield eolTee). M1XCO (Dairy 
Queen drive-in ire rreain -tores), .Nulley's 
( ina>onnai-e, salad drc-sings, canned good-, 
potato < hi] -, etc. I, .National Fruit Canning 
Co. (\alanionnt brand jams and jellies*), 
Oil llcat In-titute of Washington (dealers 
organization). Pacific Coa-t Canned Pear 
M-nicc (industry promotion sponsored by 
packer- & grower- of 3 \\'e-t Coa-l States), 
Kos-oe Mfg. Co. I oil beat dealer, beat in? 
equipment I , Tradevvell Stores (super-mar- 
kets) 

-rok \ \ K 

PACIFIC NATIONAL ADVERTISING* 

If est 1 1 l.i Broadway, Spokane, W ash. 
Fairfax 7-9585 

Calif. Spray Client, (orchard sprays), Car- 
-ten's Ilygrath" Packing (meat), Columbia 
Flee. & Mfg., Detecto-Fire (home fire alarm). 
Inland Empire Dairymen's Assoc., McCnl- 
locli Equipment Co. (chain saws), Morrison 
Supply Co. (farm equipment), Washington 
Mate Wool Growers, Esther Williams Swim- 
ming Pools of Inland Empire, Yakima Dairy- 
men's \--oe. 



WISCONSIN 

CRl.fcN HAY 

R. C. BRETH* 

Box 128, 310 Pine St., Green Bay, IT is. 
Hemlock 2-1650 

R. C. Breth, Bloine Willioms, V. G. Geisel 

Vdams Co., Breth; 11 AK-.M VC, Inc. (mobile 
borne-), Geisel; Marplex Prods, (noveltie-). 
Breth; I nit Structures (laminated rafter-, 
beam-), Willioms; Woodlot ^eed Co. (tree- 
& shrubs & seeds, Breth; WS VU-TY, Geisel 

m vnisccN 

MADISON ADVERTISING AGENCY* 

2435 .4 tuned Are., Madison 3, Wis, 
Cherry 4-1388 

Fred A. Rickli, Fred W. Hinickle, Edgor 
/Mercer 



Vni. I),ui\ S—ii. of ft is.. Mercer; Blue- 
I > ii i ii K Pii)du4 t», Rickli; l.tlmger Iltevwug 
I .o., Rickli; knpfel Piod-. Corp. (bulk milk 

koiilrrl. Rickli; M.ldi-oli Mobile II > 

i|raibi-i, Mercer; Obi Elm Mill- (live-io.k 
Iced), Rickli; Mm I'raiiie Fire Dept. i midget 
unto i ji e- I , V ilu Plus (imp. <lli-< ii b ed X 
equipment I , Rickli 

ARTHUR TOWELL* 

I IV \httumu dr., Mudiwn, Ills. 6-26611 

Thomos Towcll, media dir.; Fronk Pcthcrs- 
ton ( Arthur Towcll 

Fanner- Mutual, T. Towcll; Maul/ Paint & 
\ iirni-.li Co., A. Towcll; O-eai Mavci X Co.. 
A. Towcll; National Cnardia l ife, T. Tow- 
cll; Bed Dot Food-, Inc., Pcthcrston 

\lll.w \ l Kt.h 

FRED J. CHLUPP ASSOC.* 

II isconsin 7'ou cr, Boom 1 109, 606 If est 
II istvnxin -lie., Milwaukee 3, II is. Broad- 
way 6-33."> I 

Fred J. Chlupp 

Vrnistrong Tire >ale-. ISeco, Conic* Supply 
Co., John llau-er M>ap Co., Ucrziger "-au-age 
Co., Milwaukee Move X Furnace Supply 
Co., National Tires, Rentier Old-mobile 

CORMACK-IMSE ADVERTISING 

2010 JT. Wisconsin Are., Suite 710. Mil- 
walkee 3, Wis. Division 2-8770 

Gordon W. Imse, J. A. Cormock 

Patek Brother- (paints), Cormock 

THE CRAMER-KRASSELT CO.* 

733 V. Van Buren St.. Milwaukee 2, If ii. 
Broad H ay 6-3500 

Roger Le Grond, v. p. in chg. rodio-tv; 
Loretto Mohor, rodio-tv timebuyer 

Muniinum Goods Mfg. Co. (Mirro alumi- 
nuin cooking utensils), Associated Hospital 
Service (Blue Cro--, Blue "shield I, Milwau- 
kee, E\inrude Motors I outboard motor-) 

ROY A. FRANKE AGENCY 

500 West Sational Are., Milwaukee 4, 
JT'ii. Orchard 2-3859 

Roy A. Fronke 

Porcelene (repair for chipped porcelain), 
Purdy Steak Corp. I frozen meat prods.) 

BERT S. GITTINS ADVERTISING 

739 V. Broadu ar. Milwaukee 2, JT ii. 
Broadway 6-5931 

LoVerne T. Loustscn, Esther Block 

Mli-Chahners. Tractor Croup, Block; 
Plankiuton Packing Co.. Block; Win. Y. 
Kcnk & Son- (corn, grains). Block; Swift X 
Co. (feed-, plant foods, hatcheries i. Block 

HOFFMAN & YORK* 

808 \. Third St.. Milwaukee 3, JTii. 
Broadway 6-6510 



Joseph P. Mulvonny 

Dl.ioi-I Mlg. I ii V. Gettle Kill Itli WIHi? 1 ii., 

Mid "stale- "-Inn- <mp.. Miupln il> Mlg. Co. 

KLAU-V AN PI ETERSOM-DUNLAP " 

i\\ \. httirth Nr.. Milittml.ee, II n. Bruad 
it m 1 07110 

Edword F. Ritz, Roy A. Hcckcnboch 

Tile Burden I ii., Clldby l)l\., Oenenil Mills 

(pnultrv and .tniinil fed-), lies- X (.lark 
fpoultrv and animal ih-ilu ant*, di-infrciaiits, 
iu-ecticidi -, I mli lll H ide- ) , MaillluVMie Equip 
llieut ( ii. I frei /ei - 1 , Mueller ( liiu.itnd 
I fiiruai i -, boiler-, winter air roiiditinuiug X 
cooling < < 1 1 1 1 1 > 1 1 1 • i 1 1 s , "-obiii I In inn al Co. 
lebeuiiidl fin ugriciiltuie and iudu-try) 

MORRISON, GREENE, SEYMOUR 

3800 II est I lift St., Milwaukee, If is. 

Ditision 1-1800 

E. J. Morrison, J. M. Greene, E. W. Sey- 
mour, W. S. Kuswo 

Brook Hill Farm-. Curdolae Food Co., F. H. 
Dengel, Kappu- Bakerie-, Eappin Electric, 
Mandard Mcel Prods. Mfg. Co., Bob ^ onng 
Mercury 

PAULSON-GERLACH & ASSOC.* 

6)06 If. If isconsin Are.. Milwaukee 3, 
IT is. Broadway 1-6877 

R. W. Hoover, rodio-tv dir.; Eleanor 
Weiss, medio dir; F. Fisher 

Golden Ouern-ry Dairy, Hoover; Kipon 
Foods (cookie-), Hoover; \\ i-i on-in State 
Bank. Hoover 

SCOTT* 

411 K. Mason St.. Milwaukee 2, Wis. 
Broad w a) 6 1080 

Horry Scott, John Reynolds, Morsholl 
Scott 

Indian Trail Food-, Jim King 'Chevrolet), 
Pick Mfg. Co.. Reynolds 

or ono mow or 

KECK ADVERTISING AGENCY* 

135 / \orth Main St., Oronomownr, IT is. 
Logan 7- 1 167 

Pete Keck 

Barg X Fo-ter Candy Co. (Nut Chips), 
Iperry Candy Co. i Chicken Dil tier, Denver 
"-andwich candy bars) 

i: \ci\f, 

WESTERN ADVERTISING AGENCY 

610 Wisconsin Are.. Racine, If is. 1-6605 

0. C. Jensen, T. B. Gilhooley 

J. I. Cas<" Co. i farm implement- 1 . Jensen; 
We-t Bend Aluminum Co.. Gilhooley 
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"TAKE MY SHARE 
RICH AND READY 



OF THIS 
MARKET!" 




Yep . . . that's the biggest share . . . the lion's share of the market that 
feeds, clothes, transports and shelters more than 90 million people in 
Hometown and Rural America. 

"Aly share," says Leo the Lion, "is the biggest share because I reach it 
through 958 affiliated Keystone Broadcasting System radio stations. 
And I reach it more completely than any medium going into the area . . . 
with results that will make you roar with delight!" 

Nicest feature of all about KEYSTONE is the fact that you can pick a 
network to fit your special needs and select your time to suit. 

"We'll be glad to come to see you — take your marketing problem or 
your special test sales promotion — and tailor a network to fit like a glove . . . . 
90 stations or 958 as the case may be. 

Call us — no obligation for you and a genuine pleasure for us to show you 
how you can be "king" in rich and ready Hometown and Rural America! 



Send for our new station list 

CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 

111 W. Washington 527 Madison Awe. 3142 Wilshire Blvd. 57 Post St. 

Sta 2-8900 ELdorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 

• TAKE YOUR CHOICE. A handful ol stations or the network ... a minute or a full hour-it's 
up to you. your needs. 

• MORE FOR YOUR DOLLAR. No premium cost (or individualized programming Network 
coverage lor less than some "spot" costs. 

• ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen lor you 
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TV BASICS SEPTEMBER 



/ 



1. THIS MONTH IN TV 

Network Sales Status Week Ending 31 August 

Daytime 



SPONSORED HOURS 

% 
Live 

0.0 ABCtr^ 3.0 

95.0 CBSt ■■BVMMBH I 30.0 

86.3 NBC 20.1 



Live 

37.7 ABCt 

45.4 CBS 

49.4 NBC 



Nighttime 

SPONSORED HOURS 



15.3 



24.0 



19.8 



5 10 15 20 25 30 35 40 

'K,. i I* i i>i*rtit ipition* shows 



5 10 15 20 25 30 35 40 



AVERAGE COST OF NETWORK SPONSORED PROGRAMING 



Cost Number 


Cost Number 


Cost Number 


Cost Number 


Hour drama 
$63,111 9 


Half-hour drama 
$25,382 17 


Situation comedy 
$26,634 15 


Hour comedy-variety 
$59,499 8 


Half-hour comedy-var. 
$39,850 5 


Half-hour adventure 
$29,998 12 


Quiz 

$25,274 11 


Daytime serials 
$10,429* 7 



Averages are as of August, "Per week of five quarter-hour shows; other protrrnmg are once-weekly anil arc all nitrhltlmc show*. 



TV's CURRENT STATUS 



Tv homes index 
1956 1957 



40.3 

tv 
homes 



36.5 

tv 
homes 



II 

50.0 49.1 
U.S. homes U.S. homes 

Sourer' A. C. Nielsen. 1 July each yew. 
homes figures In millions. 



Vhf & uhf | 



Vhf & uhf | 



Tv station index 



End of July 19.17 

Stations CPs not Applications Applications 

on air* on air on hand in hearing 



I 



132 I 



78 



50 



End of July 1956 

499 | 116 | \2 



I 1" 



S**jne FVi n >n ly report- i icr isl statlfii Miclu1e« stations i h^lied 

I) he on air but ire nirt *K , <rf J ne earh >ear. Includes a few CPs n»x rm air In 
cast-* where protects are eii 
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HOW COMPETING CLIENTS COMPARE 



Industries covered here include autos, cosmetics, drugs 



Auto Accessories 



Fire-tone Tire & Ituhhcr 

Voice of Firestone; ABC; M-X; Tires 7.3 

H. V. ( p <>«t«l rieli 

Hurns & Allen: CBS; M-X; Tiros 23.9 

I . S. Ruhlier 

Xavy Log; AHC; W-X ; V, S. Koyal 

Tiros 14.5 

Cars and Trucks 

American Motor* 

Disneyland; ABC ; W-X; Rambler 21.4 
Chrysler 

Climax; CBS; Th-X; Chrysler Cars, 

DeSoto, Plymouth . . . 26.9 

You Ret Your Life; XHC; Th-X: De- 
Soto 28.1 

Lawrence Welk; ABC; S'a,.M-X; 

Dodge. Plymouth .... 19.2 

Dale With The Angels; ABC; F-N; 

Plymouth 8.6 

Ford 

l-'ord Theatre; AHC; W-X; Ford .. 13.0 

Zane Grey; CHS; F-X ; Ford 18.4 

Tennessee Ernie; XHC; Th-X; Ford 19.9 

Ed Sullivan; CHS; Su-X; Lincoln, 

.Mercury, Safe-Buy Used Cars 29.8 

General Motors 

Crossroads; ABC; F-X; Chevrolet 

Autos, Chevrolet Trucks 12.9 

Chevy Show; XBC; Su-X; Chevrolet 
Autos, Chevrolet Trucks 

Dinah Shore; XHC; Th-X; Chevrolet 
Autos, Chevrolet Trucks __ 9.2 

Confections and Soft Drinks 

American Chicle 

Ozark Jubilee; ABC; Sa-X; Beeman's 

pepsin chewing gum . 7.6 

Jim Bowie; ABC; F-X: Clorets . 14.7 

Coca Cola 

Mickev Mouse Club; ABC; M-D; Coca 

Cola . 15.5 

Joe Lowe 

Popsicle Party; ABC; Sa-D; Popsicle 
Nestle 

Lone. Hanger; CBS; Sa-D; Quik 
Chocolate Mix . 10.3 

Sweet> Co. of America 

Gumby Show; XBC; Sa-U; Tootsie 

Boll's 5.3 

Hcwdv Doodv; XBC; Sa-D; Tootsie 

Hoi Is 7.6 

Modern Romances; XBC; Tu-D: Toot- 
sie Rolls . ... 7.8 

Welch Grape Juice 

Comedy Time; XBC; Th-1); Grape 

Products ... 7.3 

It Could Be You; NBC; Th-D; Grape 

Products 5.5 



Cosmetics and Toiletries 



Alhcrto-Cnlxer 

It Could He You; XBC; Tu-D; Rinse- 
Away, VO-. r > Hair Preparations .. 5.5 

Modern Romances; XBC; Tu-D; VO-5 
Hair Preparations 7.8 

American Home Products 

Douglas Edwards; CBS; M-Th-X; 

Aeroshave 9.9 

Xame That Tune; CBS; Tu-X; Aero- 
shave, Xeet Dipilatory 15.5 

Love of Bifo; CHS; M,Tu-D; Jocur 
Wave Set, Kolynos, Xeet Dipila- 
tcry, Otltgro 8.8 

Secret Storm; CHS; W-F-l); Kolynos, 

Xeet Dipilatory, Outgro 6.3 

Armour 

Danny Thomas; ABC; Th-X; Dial 10.5 
George Oobel; XBC; Sa-X; Dial . 

Associated Products 

Broken Arrow; ABC; Tu-X; 5-Day 

Deodorants 17.7 

Masquerade Party; XBC; W-X; 5- 

Day Deodorants _ 12.4 

Brock John II. 

Matinee Theatre; XBC; W-D; Hair 

Set Mist . 7.5 

Hristol-Meyers 

Godfrey; CBS; M.W-D; Han Deodor- 
ant, Bufferin 8.9 

Godfrey; CHS; W-X; Ban Deodorant, 

I nana Toothpaste 17.9 

Playhouse !)0; CBS; Th-X; Ban De- 
odorant 31.5 

Mickey Mouse Club; ABC; M,Th-D; 

lpana Toothpaste ... . 15.5 

Alfred Hitchcock; CBS; Su-X; Mum 

Deodorant, Vitalis Hair Tonic .. 27.3 

Chesehrongh-I'ouds 

Cheyenne; ABC; Tu-X; Val Cream, 

Vaseline Petroleum Jelly 20.4 

Jim Howie; AHC; F-X; Vaseline Hair 

Tonic .._ _. 14.7 

Colgate-I'almolixe 

Strike It Rich; CBS; M-K-D; Brisk 
Toothpaste, Cashmere Bouquet 
Soap, Colgate Dental Cream, Lustre 
Creme Shampoo, Palniolive Soap 7.5 

Big Payoff; CBS; M-F-D; Brisk 
Toothpaste, Cashmere Bouquet 
Soap, Colgate Dental Cream, Lus- 
tre Creme Shampoo, Palmolive 
Shave Products, Palniolive Soap 7.4 

Mighty Mouse; CBS; Sa-D; Colgate 

Dental Cream 12.8 

The .Millionaire; CBS; W-D; Colgate 
Dental Cream, Palmolive Shave 
Products 20.6 

Hob Cummings; CBS; Th-X; Halo 

Shampoo; Palmolive Soap 20.7 

Mr. Adams & Eve; CHS; F-X; Lustre 

Creme Shampoo, Lustre Xet 21.0 

Gillette 

Cavalcade of Sports; XBC; F-X: 

Foamy Shave, Razors & Blades 18.1 

Golf Championship; XHC; Su-D; 
Foamy Shave, Razors & Blades 



Hazel Hishop 

Heat The Clock; CBS; F-X; Deodor- 
ant, Lipstick, nail polish 11.4 



Douglas Edwards; CHS; F-X; Lip- 
stick, nail polish 9.9 

llclene Curtis 

Oh Susanna; CHS; Sa-X; Enden 

Shampoo, Spray Xet . 15.2 

What's My Lino?; CHS; Su-X; En- 
den Shampoo, King's Men Gift Sets, 
Stopette Deorodant 26.9 

Washington Square; XBC; Tu-X; 
King's Men Gift Sets, Shampoo 
Plus Egg, Tweed Hair Spray 14.1 

SRC) Playhouse; CBS; Sa-X; Spray 

Xet, Suave 13.7 

Lever Brothers 

Private Secretary; CBS; Tu-X; Dove 

Toilet Bar . . 17.7 
The Price Is Ripht; XBC; F-D; Dove 

Toilet Bar ... 6.2 

Truth Or Consequences; XBC; W.F-D; 

Dove Toilet Bar .. . 6.5 

Sir Lancelot; XBC; M-X; Lifebuoy 

Soap . .' 12.6 

On Trial; XBC; F-X; Lifebuoy Soap 17.7 
Video Theatre; XBC; Th-X; Lux Soap 16.3 

3Iciineii 

Robert Montgomery; XBC; M-X; 
Bath Talc, Shave Creams, Skin 
Bracer, Spray Deodorant 17.9 

Boxing: ABC; W-X; Pre-Shave Lo- 
tion, Shave Creams, Spray Deodor- 
ant 13.5 

Procter & Gamble 

As The World Turns; CBS; M-F-D; 

Camay Soap .. 7.1 

Loretta Young; XBC; Su-X; Camay 

Soap 21.1 

Jane Wyman; XBC; Tu-X; Crest 

Toothpaste, Ivory Soap . . 20.7 

This Is Your Life; XBC; W-X; Crest 

Toothpaste ... 23.1 

Wyatt Earp; AHC; Tu-X; Gleein 

Toothpaste ... ... 24.3 

Brighter Day; CBS; M.W.F-D; Gleem 

Toothpaste 6.4 

Search For Tomorrow; CBS; M.Tu.W, 

F-D; Gleem Toothpaste .. 9.4 

Queen For A Day, XBC; Th-D; Gleem 

Toothpaste 10.2 

People's Choice; XBC; Th-X; Gleem 

Toothpaste . ... 19.8 

Guiding Light; CBS; M-F-D; ivory 

Soap ... 9.7 

Edge of Xight; CBS; M,Th-D ; Lava 

Soap 7.2 

Tie Tac Dough; XBC; M-F-D; Lava 

Soap 5 8 

1 Love Lucy'; CBS; M-X; Lilt Home 
Permanent 32.2 

Kevlon 

Steve Allen; XBC; Su-X; Aquamarine 

Spray Mist, Satin Set 25.4 

$64,000 Question; CBS; Tu-X: Baby 
Silicare, Intimate Sprav Mist. Satin 
Set _ .. . 27.9 

$64,000 Challenge; CBS; Su-X; Satin 

Set. Touch and Glow 25.0 

Schick 

Dragnet; XBC; Th-X; Electric Shav- 
ers _ . . . . 22.9 

To 111 

Valiant Lady; CBS; Th-D; Bohhi 
Home Permanent, Casual Pin Curl- 
ers, Hush Deodorant. Pamper 8.5 



Data above and on page 42 are based on Broadcast Advertisers Reports for the week ending 
7 June. M< e detailed data, sueh as length and placement of conimcrelals. can be found 
In BAR reports themselves. Not Included here are buys In participation shoves, such as 
KBCs "Today." Ratings are based on a Pulso 23-market weighted average material for the 



week ending 10 June. All ratings are averages for Hie week, c g.. ratings for segmented shows 
do not necessarily show the audience for the actual segment sponsored by the client. All time 
purchased by advertisers follows name of network; "S" means night, "D" means day, days of 
week are abbreviated. For exact time of show, see Comparagraph itself. 
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85% of llaicaii . . . is llairaiian. Japanese, 

r\ 

and Chinese. Only 15% Caucasian ! 



Hence Pulse multi-lingual interviewers visit- 
ing homes are a "must" for accurate reporting. 
Indeed no other method can possibly uoric! 
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OW COMPETING CLIENTS COMPARE continued 



Prom 
Uain 



.Jif. NBC; F-X; Bobbi Home 
i i n merit, Casual Pin Curlers, 

Iiish Deodorant 

« ssoe Krnie; MBC; .M-D; Hush 
.)fOdoiant 
jueen For A Day; NBC; M-D; Hush 

Deodorant 
Garry Moore; CBS; Tli-D; 
Homo Permanent, "White 
Shampoo 
You Bet Your Life 
Tame Creme Rinse 
Bob Crosby; CBS; Tli-D; Tonette 
Children's Home Permanent, Toni 

Home Permanent .. ... 

People Are Funny; NBC; Sa-N; Toni 
Home Permanent, White Rain 
Shampoo 

Tie Tac Dough; NBC; .M-D; Toni 
Home Permanent _ 



NBC; Th-N; 



16.5 



5.3 



10.2 



7.4 



28.1 



7.5 



18.8 



5.8 



\\ a rner- Lambert 

Hit Parade; NBC; Sa-N; 
Quick Home Permanent 



Hudnut 



21.5 



WiWlroot 

Robin Hood; 
H2 



CBS; M-N ; Formula 



Yard Icy of London 

Garry Moore; CBS; 
Shave Products 



F-D; Gift Sets, 



18.8 



7.4 



Drug Products 

American Home Products 

SRO Playhouse; CBS; Sa-N; Anacin 13.7 
Douglas Edwards; CBS; M-Th-N; 
Anacin Tablets, Bisodol, Heet Lini- 
ment, Infra Rub 9.9 



Love of Life; 
cin, Bisodol, 
Tablets 

Secret Storm; 
Anacin, Heet 
Tablets 

Name That Tune 
cin 

Sir Lancelot; NBC; 
Bisodol 

It C Kemedy 

Todav; NBC; F-D; 
dors & Tablets 



CBS; M,\V~-F-D; Ana- 
Infra-Rub, I'rimatene 



CBS; M,Tu,Th,F-D; 
Liniment, I'rimatene 



CBS; Tu-N; Ana- 



M-N; Anacin, 



Headache Pow- 



Hristol Meyers 

Alfred Hitchcock, CBS; Su-N; Buf- 
ferin Tablets 

Godfrey; CBS; M,\V-D; Bufferin 

Godfrey; CBS; W-N; Bufferin 

Playhouse 90; CBS; Th-N; Bufferin 



Johnson & Johnson 

Robin Hood; CBS; M-N; 
ucts, Band-Aids 



Baby Prod- 



Lew is-Il owe 

Today; NBC; 

Menneii 

Boxing; ABC 



Tu-D; Turns 



W-N; Quinsana 



8.8 



6.3 



Miles Laboratories 

Boxing; ABC; W-N; Alka-Seltzer, 
One-a-Day Vitamins 

Broken Arrow; ABC; Tu-N; Alka- 
Seltzer 

Tennessee Ernie; NBC; Th-D; Alka- 
Seltzer, One-a-Day Vitamins 



15.5 



12.6 



3.6 



27.3 
8.9 
17.9 
31.5 



18.8 
3.6 
13.5 

13.5 
17.7 
5.3 



Queen For A Day; NBC; Th-D; Alka- 
Seltzer, One-a-Day Vitamins . 10.2 

News; NBC; F-X; Alka-Seltzer, One- 
a-Day Vitamins ... 9.1 

Mickey Mouse Club; ABC; M-D; Bac- 

tine Antiseptic 15.5 

Norwich l'harmacal 

Godfrey; CBS; Tu-D; Pepto Bismol, 

Unguentine . .. .. . . 8.9 

Pharmaceuticals 

Amateur Hour; ABC; Su-N; Geritol, 
Niron, RDX Tablets, Serutan, 
Somiriex. Zarumin . . 7.8 

To Tell The Truth; CBS; Tu-X; Geri- 
tol. Serutan, Somiriex ._ 16.8 

News; CBS; Su-N; Geritol, Sominex, 

Zarumin 7.3 

Twenty-One; NBC; M-N; Geritol. 

RDX Tablets, Sominex . ... 23.1 

Sterling Drug 

The Vise; ABC; F-N; Bayer Aspirin, 

Phillips Milk of Magnesia . 8.8 

Modem Romances; NBC; M.F-D; 
Bayer Aspirin, Phillips Milk of 
Magnesia . . . 7.8 

True Story; NBC; Sa-D; Bayer As- 
pirin . ... 5.4 

Detective's Diary; NBC; Sa-D; Bayer 
Aspirin, Phillips Milk of Magnesia, 
Dr. Lyon's Tooth Powder 4.9 



Warner-Lambert 

Hit Parade; NBC; 
Seltzer 



Sa-N; Bromo- 



W F Young 

Today; NBC; 
ments 



W-D; Absorbine Lini- 



21.5 



3.6 



3. ALPHABETICAL PROGRAM INDEX 

Sponsored Nighttime Network Programs 6-11 p.m. 



lie 



J! 



k 



t 
li 
1 - J 



PROGRAM 



COST 



SPONSORS AND AGENCIES 



Action Tonight: My-F 

(last 9/2) 
•Steve Allen Show: Y-L 

Amateur Hour: V-L 

(last 9/16) 
Eve Arrlen: Sc-F 

(9/17 start) 
Bachelor Father: Sc-F 

Red Barber's Corner: Sp-L 
Beat the Clock: Q-L 
Jack Benny: C-F 

(9/22 start) 
Big Moment: Dr-F 

(last 9/13) 
Big Record: Mti-L 

(9/18 start) 
Blondie: Sc-F 

Bold Journey: A-F 
Jim Bowie: A-F 

Broken Arrow: A-F 

Buccaneers: A-F 

(last 9/14) 
Burns & Allen: Sc-F 
The Californians: A-F 

(9/21 start) 
Cavalcade of Sports: Sp-L 
Cheyenne: A-F 
Circus Boy: A-F 



Rosemarv Cloonev: 
(9/26 start) 



V-L 



$12,500 
108,000 

23,000 

36,500 

38,500 
(alt wk 
3,000 
18,000 
65,000 
(alt wks) 
9,500 

100,000 

37,500 

8,500 
32,000 

31,000 
24,000 

40,000 
37,500 

45,000 
90,000 
34,000 



42,000 



Amer Tobacco, SSC&B; alt wks open 

S. C. Johnson, Needham, Louis & 
Brorby; Pharmacraft, JWT; Grey- 
hound, Crey 

Hazel Bishop, Spector 

Lever, |WT; alt Shulton, Wesley 

Amer Tobacco, BBDO 

State Farm Ins, NLB 

Hazel Bishop, Spector; alt wk open 

Amer Tobacco, BBDO 

Ralston Purina, Cardner; alt wk open 



Pillsbury, Bur- 
FC&B; Kellogg, 

Toni, Tatham- 



Oldsmobile, Brother; 

nett; alt Armour, 

Burnett 
Nestle, B. Houston; 

Laird, C. E. Frank 
Ralston Purina, CBB 
Amer Chicle, Bates; Chesebrough- 

Ponds (last 8 30). Mc-E 
Miles, Wade; Asso Products, Crey 
Sylvania, JWT 

Carnation, Wasey; Coodrich, BBDO 
Singer Sewing, Y&R; alt wk open 

Cillette, Maxon 

Cen Elect, Y&R, BBDO & Crey 

Reynolds Alum (last 9 15"', Clinton 
E. Frank; Mars (9 19 start), Knox 
Reeves; alt Kellogg (9 19 start), 
Burnett 

Lever Bros, |WT 



PROGRAM 



COST 



Climax: Dr-L 
* Perry Como: V-L 
(9/14 start) 

Conflict: Dr-F 

(last 9/10) 
Joseph Cotten Show: Dr-F 

(last 9/13) 
Country Music Jubilee: Sc-F 

Crossroads: Dr-F 

Bob Cummings Show: Sc-F 

Vic Damone Show: V-L 

(last 9/11 
Date With the Angels: Sc-F 
Jimmy Dean: Mu-L 
Destiny: Ad-F 
Disneyland: M-F 



59,000 
140,000 



90,000 
38,000 
18,000 

31,000 
36,000 

25.000 
H/ 2 hr) 
38,000 
20,000 
13,000 
75,000 



Dollar A Second: 

(last 9/21) 
Dragnet: My-F 



Q-L 



Jimmy Durante: C-L 

Wyatt Earp: A-F 

Doug Edwards News: N-L&F 

Encore Theatre: Dr-F 

(last 9/14) 
Charles Farrell: Sc-F 

(last 9/16) 



35,000 

18,000 
30,000 
9.500ft 

11,000 

1 1 ,000 



SPONSORS AND AGENC1E 
Chrysler, Mc-E 

Kimberly-Clark, FCB; Noxzema, 
C&B; RCA & Whirlpool, K&E; Si) 
beam, Perrin-Paus; Amer Dai" 
Campbell-Mithun; Knomark, Mo 

Chesebrough-Ponds, JWT & Mc-E 

Lever Bros, BBDO; alt wks open 



Amer Chicle, Bates; Williamsc 

Dickie, Evans (alt wks 10-10:3 

co-op 10:30-11 
Chevrolet, Camp-Ewald 
R. J. Reynolds, Esty; alt Chesebroug 

Ponds (10 1 start), Mc-E 
Kellogg. Burnett; alt Oldsmobile, 

P. Brother; hr open 

Plymouth, Crant 
H. Bishop, Spector 
Cen Foods, B&B; Ford, JWT 

Amer. Motors (last 8 28), BFSD 
Ceyer; Amer. Dairy (last 9.'4 
Camp-Mithun; Derby, Mc-E; C( & 
Mills (9 11 start), Tatham-Lair 
Cen Foods (9.18 start), Y&R; Reil 
nolds Metals (9 18 start), Buchai 
an: Frank 

Toni, North (9 7. 9 21 ) ; alt Pill; 
bury, Campbell-Mithun 9 14) 

L&M, Mc-E (last 9 19); L&M, DF 

(9 26 start) ; Schick, W&L (la; 

9 19) ; Schick, B&B (10. 3 start) 
P. Lorillard, L&N 
Cen Mills, DFS; P&C, Compton 
Whitehall, Bates; Brown & Wmsor 

Bates; Hazel Bishop, Spector 
Quaker Oats, Needham, Louis & Bror 

by; Armour, FC&B 
Whitehall, Bates; Lever, JWT 



I 



*Color show, (L) Live, (F) Film, ftCost is per segment. List does not include 
sustaining, participating or co op programs — see chart. Costs refer to average show 
costs including talent and production. They are gross (include 15% agency com- 
mission). They do not include commercials or time charges. This list covers period 



31 August 27 September. Program types are indicated as follows: (A) Adventui 
(Au) Audience Participation, (C) Comedy, (D) Documentary, (Dr) Drama, (. 
Interview, (J) Juvenile, (M) Misc., (Mu) Music, (My) Mystery, (X) News, (C 
Quiz, (S) Serial, (Sc) Situation Comedy, (Sp) Sports, (V) Variety. 
••Talent and production costs are carried by A. Murray. 
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L ALPHABETICAL PROGRAM INDEX omnmml 



PROGRAM 


COST 


SPONSORS AND AGENCIES 


Genrue Ninilerit Mystery 


1S.000 


Pabsl Burnett 


Theatre: My-F 






>ililil/ 1 'la* house: Di F 


3B 000 


Schliti )WT 


^linw lor \ Summer I'.veitm^ 


10. $00 


Amcr Tobacco BBDO 


DrF ( l.i-t 9 17) 


jit will 




Phil Silvers ^linw : Sc-r 


42.000 


P&C, Burnett. R. J. Reynolds. Esty 


Sgt. Preston: A F 


32.000 


Quaker Oats, WBT 


$61,000 Challenge: Q L 


35.000 


P Lonllard, Y&R; Rcvlon, BBDO 


$61,000 Question: QL 


39 000 


Rcvlon. BBDO 


S|idI linlit Playhouse: A F 


9.500 


Pet Milk Cardner; Jit S. C. Johnson; 
FCB 


S.H.O. Playhouse: Dr F 


1 1 .500 


Whitehall, djtcs, neicne t-urTis, luu- 


i lu-l 8 til 






Gale Storm Show: Se-r 


39 500 


kj *<t |* r H mitt nn * Helen* Curtli. 
E H. Weiss 


^titdio One Summer Tlii-utrr: 


55.000 


Wcstinghousc. Mc-E 


Dr-L 






Nlgarfimt; \-F 


40,000 


Amcr Chicle. Bates 


19/17 -lartl 






Ed Sullivan Show: V-L 


79.500 


Lincoln- Morcury, K&E 


Summer Playhouse: Dr-F 


10,500 


Armstrong Cork BBDO 


i last 'VI"' 


lilt wktl 




Sunday News Special: N-l 


9,500 


Whitehall, Bates; alt Carter Prod- 
ucts. Bates 


Tales „f \\ V \U Farno: \-F 


3B.S00 


Amcr Tobacco. SSC&B alt Ccncral 


< ti /() k i.. r H 

* '/ J Millie 




Motors. Kudncr 


Telephone Time: Dr-F 


31.000 


Bell. Aycr 


Theairc rime: Dr-F 


12.000 


Armour, FCB. Kimberly-Clark. FCB 


1 In- 1 Inn Man : \h r 


36.000 


f/»lff i if . P.ilmnli v«* Rates 


<9 20 siart) 






Thi3 Is Your Life: U L 


S 2.000 


P&C. B&B 


Those Whiting C.irls: *>e-F 


11.000 


Ccn Foods. Y&R; alt Ma* Factor, An- 
dcrson-McConncll 


Tie Tae Dou^h : l)-L 
(9/12 start) 


23.S00 


Warner-Lambert, Lcnncn & Newell; 
RCA. K&E 


To Tell The Truth: Q-L 


22.000 


Pharmaceuticals, Parkson 


•TV Playhouse: Dr-L 


52.000 


Alcoa. Y&R; Coodycar. Fuller. Smith 
& Ross 


20th Century Fox: Dr-F 


110.000 


Rcvlon, C. |. LaRoche 


Twenty-One: Q-L 


30.000 


Pharmaceuticals, Klcttcr 


Undercurrent: Dr-F 


11.500 


P&C, Y&R: Brown & Wm'son. Batei 


U.S. Steel Hour: Dr-L 


60.000 


U.S. Steel. BBDO 


\ oice of FireMone: Mu-L 


2B.OO0 


Firestone. Sweeney & lames 


(9/9 start) 






Waj:i>n Train 


2S.000 


Drackctt Y&R; alt wk & " 2 hr. alt 


(9 18 slartl 


''2 hr. 


wk open 


\f:l-« \T * „ 1 1 „ _ . 1 1 

.Mike Wallace: 1-L. 


15.000 


..... . 

Philip Morris. Aycr 


The \\eb: My-r 


1 / ,UUU 


P&C, B&B 


Wednesday Fights - . Sp-L 


45.000 


Mennen, Mc-E; Miles. Wade 


Lawrence Welk: Mu-L 


• 14.S00 


Dodge, Crant 


Welk Top Tunes: \ -L 


19,000 


<■> j4 a n T* Plw m ftnth l* r Irlt 

UOOEC w riymuuin, w*im 


VV ' a a 1 Prtinf • T~lr V 

esi roinii ur-r 


40.000 


fe>w% r nnHc R/VR 
UCn r 0005. DUD 


VDiat'c \lv I inr- D I 

nai s ->iy L.Tnc . 


29.S00 


u.i. n n Curtm l litis in ' Sncrrv- R jnd. 
ncicnc ^ur Hi, tuugiii, wp* / »»»ii>#i 


12.500 


Y&R 


Jonathan Winters: C-L 


Lewis-Howe, DF5 


Wire Service: Dr-F 


77,000 


R. J. Reynolds. Wm Esty; Vi "f °P« n 


Jane Wynian: Dr-F 


36.500 


H Bishop. Spcctor. Quaker Oati, 


(9/2ft start) 




NL&B 


You Arc There: Dr-F 


37.000 


Prudential, Reach. McClinton 


You Asked For It: M-F 


IB.000 


Skippy Peanut Butter, CBB 


You Bet Your Life: Q-L 


S1.7S0 


DcSoto. BBDO; Toni, North 


•\onr Hit Parade: Mnl 


49.000 


Amcr Tobacco. BBDO, alt Toni. North 


(9 7 start) 






Sponsored 


Daytime Programs 



PROGRAM 



Father Knows Best: Sc-F 
Festival of Stars: Dr F 

(last 9/17) 
rViniessre F.niie Ford >ltow 
Va-L (9/19 -tart) 
ICE. Theatre: Dr-F 
1 'George Ci.bel: \ -L 

( 9/2 I- stan) 
(Godfrey's Scouts: V-L 
Gunsmoke: A-F 



COST 



3B.000 
11.000 

3B.000 

47.000 
115.000 

32.000 
38.000 

3B.000 

33.000 

12.000 

36.000 
35.000 

35.300 

24.000 
35.000 

50.000 
9.500 



IlarliiuirniJtsier: \ F 

(9/26 Mart) 
Have Citn, Will Travel: A-F 

(9/11 start) 
High-Low: Q L 

(last 9/12) 
litchcock Presents: My-F 
tobtn Hood: A-F 

Love Lucv: Sc-F 
(9/11 start) 
I've Got a Secret: Q L 
Spike Jones: Mit-L 

(last 8/27) 
•Kraft Tv Theatre: Dr-L 
ey Chtb Playhouse: Dr-F 
(last 8/30) 
Kukla. Fran & Oltie: J-L 

(last 8/30) 
•Julius LaHosa: Y-L 
(last 9/7) 

Lassie: A-F 
•Life of Riley: Sc-F 
Lone Ranger: A-F 

(lasi 9/12) 
•Lux Yideo Theatre: Dr-L 

(last 9/12) 
M Squad: Mv-F 

(9/20 start") 
Perry Mason: Mv-F 

(9/21 slari) 
'Masquerade Party: Q-L 

(last 9/t) 
Maverick: A-F 

(9/22 siart) 
Meet McGraw: MyA-F 
Meet the Press: I-L 
Millionaire: Dr-F 
Moment of Decision: Dr-F 
Mr. Adams & Eve: Sc-F 
•Arthur Murray Party: V-L 
My Favorite Husband: Sc-F 

(last 9/8) 
Name thai Tune: Q-L 
Navy Log: Dr-F 

NBC News: X-L 

Original Amateur Hour: \ -L 

(9/27 start) 
O.S.S.: A-F 

(9/26 start) 
Ozzie & Harriet: Sc-F 

(last 9/17) 
Panic: Dr-F (last 9/17) 
Pantomime Quiz: Q-L 

People Are Funny. M-F 
People's Choice: Sc-F 
Playhouse 90: Dr-L&F 

•Price Is Right: Q-L 21.500 

(9/9 start) , 

Private Secretary: Se-F 36.000 

(last 9/10) 

Restless Gun: A-F 37.SOO 

(9/23 start) 

Richard Diamond: MyA-F '3.500 

Rin Tin Tin: A-F 36.000 

Saber of London: Mv-F 28.SOO 

(9/13 start) 

Sally: Se-F 41.500 

(9/15 start) 



108.000 

34,000 
30.S00 
24.000 

43.000 

31.000 

B0.000 

22.000 

70.000 

33.000 
7.S0O 
34.000 
36.000 
41.000 
• « 

10.500 

23.000 
3B.S00 

9.500tt 
23.000 

2B.750 

36.000 

36.000 
B.OOO 

24.000 
34.000 
39.000 
" 2 hr. 



SPONSORS AND AGENCIES 
Scott Paper, |WT 

Purcx. E H Weiss. Spcidcl, NC&K 

Ford. )WT 

Ccn Elect, BBDO 

RCA & Whirlpool. K&E 

Lipton, Y&R; Toni, North 

L&M. DFS; Spcrry Rand H wk in 41. 
Y&R 

R. ). Reynolds, Esty; alt wk open 
Whitehall, Bates, alt Lever JWT 
Ford, )WT 
Bristol-Myers, Y&R 

Johnson & Johnson, Y&R; Wildroot, 
BBDO 

Cold Seal, Campbell Mithun, alt 
Shcaffcr, Seeds 

R. J. Reynolds, Esty 
L&M. DFS 

Kraft, JWT 

Mogcn David, Weiss 

Cordon Baking, Aycr; & co-op 

Cold Seal. North: S&H Stamps. SSCB 
(last B 3D: Noxzcma. SSCB: Sun- 
beam, Pcrrin-Paus; RCA & Whirl- 
pool. K&E; Kimbcrly Clark, FCB 

Campbell Soup, BBDO 

Lever Bros, BBDO 

Ccn Mills. DFS; Swift, Mc-E 

Lever Bros, JWT 

Amcr Tobacco. SSC&B; alt H. Bishop. 
Spcctor 

Purex. Weiss; alt Libby-Owcns-Ford. 
F&S&R, '2 hr alt wks open 

Max Factor (9 14 only), Anderson- 
McConncll 

Kaiser Aluminum, Y&R 

P&C, Benton & Bowles 
Open 

Colgate, Bates 
Ford. JWT 

Colgate, L&N; R. J. Reynolds. Esty 
Bristol-Myers. Y&R 
Amer Tobacco, BBDO 

Kellogg. Burnett; Whitehall, Bates 
Amer Tobacco. SSCB; U.S. Rubber. 

F. D. Richards 
Ronson 19 23 start). NC&K: Cliddcn 

(9 11 start), Meldrum & Fewsmith 
H. Bishop, Spcctor 

Mcnncn, Mc-E 

Eastman Kodak. JWT 

L&M. Mc-E; Max Factor, DDB 

Amer Oil, |. Kati; Hamm, Camp- 
Mithun; Time-Life, Y&R 

R. J. Reynolds, Esty; Toni, North 

Borden. Y&R; P&C. Y&R 

Amer Cas. L&N; Bristol-Myers, BBDO 
Phillip Morris. Burnett: Kimberly- 
Clark. FC&B; Allstate. Burnett 

Speidel. NC&K; RCA. K&E 

Lever, OB&M; Sheaffer, Seeds 

Warner-Lambert. SSC&B ; alt sust 

Ccn Foods. B&B 
Nabisco, K&E 
Sterling Drug. DFS 

Chemstrand. DD&B; alt Royal Type- 
writer. Y&R 



As the World Turns: 5-L $ 3.400tT 



Baseball Game of Week: 
Sp-L 

Big Pavoff: Q-L 6.000n 
Bride X Groom: Au-L 2.600tt 



P&C B&B Pillsbury Camp-Mithun; 

Vick Chemical. BBDO <9 17 start); 

Swift. Mc-E B 2 startl; 2 segs & 

2 alt segt open 
Falstaff Brewing. DFS; Amer Safety 

Raior. Mc-E: Philip Morris, Burnett 
Colgate. Houston 2 days open 
Tom, North Brillo. JWT 19 10 start); 

Lanolin Plus KFCAC 19 IB start); 

Minnesota Mining. BBDO 9 26 

starti; 1 day. 1 alt day. 3 segs & 3 

alt segs 



Listing continues on page 68 
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NIGHTTIME 



C O 




P A 



ABC 



SUNDAY 

CBS NBC 



ABC 



MONDAY 

CBS 



NBC 



ABC 



TUESDAY 

CBS 



NBC 



,4 



The Last Word 

sust 



Meet The Press 

sust 



6-45 
7:00 
7:15 

7:30 

7:45 

8:00 

8:15 

8:30 

8:45 

9:00 

i. . 

9:15 
9:30 
9:45 



You Are There 
Prudential 



Cowboy Theatre 

(0:30-7:301 
(L 9/13) 

My Friend Flick; 

(9/22 S) susl 



No net service 



D Edwards 

Brown & Wmson 



News 

(9/9 SI 
llonson (9/23 S) 



D Edwards 

Whitehall 



News 

(9/10 S) 
sust 



ou Asked for It 

Skinny Peanut 
Butter 



Lassie 
Campbell Soup 



Cowboy Theatre 

sust (i. 9/15) 

Original 
Amateur Hour 

(9/22 S) Bishop 



Sports Focus 

(9/2 Start) sust 



John Daly News 
sust 



N o net servi ce 

D Edwards 
Brown & Wmson 



Sports Focus 
(9/3 S) sust 



No net service 



iports 

(9/4 S 



News 

(9/9 S) 
Hanson (9/23 S) 



John Daly News 
sust 



D Edwards 

Whitehall 



News 

(9/10 S) 
sust 



John Dal 

Ml 



Hollywood 
Film Theatre 

partic 17:30-9) 
ll. 9,15) 
Maverick 



Favorite Husband 

(1. 9/8) 

Bachelor Father 
alt Jack Benny 

(9/15 S) Am Tobac 



Circus Boy 

Reynolds (1. 9/8) 

Sally 
(9/15 S) Ohem 
Strand alt Royal 



Wire Service 
R. J. Reynolds 
(7:30-8:30) 



Robin Hood 

.Tolmson & Jhsn 
alt Wlldroot 



Ceorgia Cibbs 

sust (L 9/2) 



News sust (1.9/2) 
Price Is Right 

(9/9 S) Speidel alt 



Cheyenne 

Gun Electric 
(alt wks 
7:30-8 30) 



Name That Tune 
Whitehall alt 
Kellogg 



Williams, Valli 

sust (L 9/3) 
News (L 9/3) 
Nat Cole (7:30-8) 
(9/10 SI sust 



Disney 



Festival ot itars 

I'urex all 
Speidel (L 9/17) 

Ceorge Cobel 

(alt wks ) (X-9) 



Maverick 

(7:30-8:30) 
(9 '22 Si 
Kaiser Alum. 



Ed Sullivan 

Lincoln-Mercury 
(8-9) 



Steve Allen 
S. C. Johnson 
alt 

Pharma. Greyhound 



Wire Service 
sust 



Burns & Allen 

Carnation alt 
Goodrich 



Charles Farrell 

(i. 9/IU) 

Restless Cun 
(9/23 S) Warner- 
Lambert alt sust 



Conflict 

(L 9/10) 

Sugarfoot 

i alt wks 7:30-8:30) 
(9/17 S) Am Chicle 



Phil Silvers 
P&Q 
alt 

R. J. Reynolds 



Disney 

Reynolds 
Derby 1 
Gen P 
Gen J! 



Hollywood 
Film Theatre 

(L 9/15) 
9 '22 tba 



Ed Sullivan 



Steve Allen 
(8-9) 



Bold Journey 

Ralston-Purina 



Talent Scouts 

Lipton 
alt Ton! 



Action Tonight 

Amer Tobacco 
alt sust (L 9/2) 

Wells Fargo 

A Tobac. Gen Mot 



Wyatt Earp 
Gen Mills 
alt P&G 



Private Sect'y 
(L 9/10) 

Eve Arden 

(9/17 S) 
Lever alt Shulton 



Panic (L 9/17) 
LAc.M alt Factor 

Ceorge Cobel 

(9 '24 S) RCA 
it Whirlpool 



Navy 

Amer T 
US H 



Compass 

sust 



C. E. Theatre 

Gen Electric 



Tv Playhouse 

Goodyear alt 
Alcoa 



Quest For Adven 

(sust (L 9/2) 

Voice of 
Firestone 

Firestone (9/9 S) 



Those 
Whiting Cirls 

Gen Foods alt 
Max Factor 



Twenty-One 
Pharmaceuticals 



Broken Arrow 

Assoc Products 
alt Miles 



To Tell The 
Truth 

Pharmaceuticals 



Meet McCraw 
P&G 



Ozzie & 

Kndt 



Summe r Pl ay h's e 

(L 9/17) 
Bob Cummings 

(9/24 S) Reynolds 
alt Chese- Ponds 



Midwestern 
Hayride 
sust 



Hitchcock 
Theatre 

Bristol-Myers 



Tv Playhouse 



Welk Top Tunes 
New Talent 

Dodge-Plymouth 
(9:30-10:30) 



Richard Diamond, 
Priv Detective 
Gen Foods 



Arthur Murray 

(i. 9/Hi) 
11 Against Ice 

(9:30-10:30) 
(9/23) Timken 



Telephone Time 
Bell 



Spotlight 
Playhouse 
Pet Milk alt 
S. C. Johnson 



Mo men 

Decisi 
For 



Mike Wallace 
Philip Morris 



$64,000 
Challenge 

Revlon alt 
P. Lorlllard 



The Web 

P&G 



Welk Top Tunes 



Studio One 
Summer 
Theatre 

Westlnghouse 
(10-11) 



Amateur Hour 

H. Bishop 

(L 9/16) 



It's Polka Time 

co-op 



$64,000 
Question 
Revlon 



Nat King Cole 

sust (L 9/3) 
(9/10, 17 tba) 

Californians 

(9/24 S) 

■«inm:i j i i !.um 



Wed Nl 
Fight| 

Mermen. 
(10-cor* 



What's My Line 
Sperry-Rand 
alt H Curtis 



No net service 



Studio One 
Summer 
Theatre 



Playhouse of 
Mystery 

(9/3 S) 
sust 



No net service 



Famous F] 

10:50-11 
co-oi | 



NOTE: L preceding dale means last date on air. S following date means starting date for new show or new sponsor in time slot. 



Index continued... Sponsored Daytime Network Programs 7 a.m. -6 p.m. 



PROGRAM 



COST 



SPONSORS AND AGENCIES 



Brighter Day: S-L 
Capt. Gallant: A-F 
Comedy Time: Sc-F 



Bob Crosby: V-L 
(last 8/30) 

Detective Diary: A-F 
Edge of Night: S-L 



Football Scoreboard: Sp-L 

(9/21 Mart) 
Fury: A-F 

Arthur Godfrey: V-L 



Guiding Light: S-L 
Gumby: J-L 

Hotel Cosmopolitan: A-L 

'8/19 start) 
Howdy Doody: J-L 
It Could Be You: Q-L 



10,000 wk 
31,000 
rerun 



3,150tt 



8,000 
17,000 wk 



5,000 

33,000 
4,150ft 



10,000 wk 
3,500tt 

3,ooon 

24,000 
3,000tt 



P&C, Y&R 
Heinz, Maxon 

Kraft, JWT; Lever, BBDO; Welch, R. 
K. Manhoff; Chesc brough -Ponds, 
JWT; SOS, Mc-E; Miles, Wade; Cen 
Foods, Y&R; 3 segs & 3 alt segs 
open ; 1 seg co-op 

Cen Mills, Knox-Reeves; Cerber, 
D'Arcy; Wesson Oil, Fitzgerald; 
Swift, Mc-E; Toni, North; 5 segs 
& 3 alt segs open 

Sterling Drug, DFS, Vi soon 

P&C, B&B; Stand Brands, JWT; Pet 
Milk, Cardner; Pillsbury, Campbell- 
Mithun; Florida Citrus, B&B (8 23 
start); Vick Chemical, BBDO (9 17 
start) ; 1 alt seg open 

Kemper, Shaw 

Cen Foods, B&B; Borden, Y&R 

Bristol-Myers, Y&R; Florida Citrus, 
B&B (last 8/15); Cen Foods, Y&R; 
Mutual of Omaha, Bozcll & Jacobs; 
Scott Paper, JWT (last 8 8); Sher- 
win Williams, F&S&R; Simontz, 
Y&R; Stand Brands, Armour, FC&B 
(9 26 start), Bates; Bauer & Black, 
Burnett (last 8 29 1 3 segs open 

P&C, Compton 

Sweets Co., Eisen 

Toni, North; 4 days & 1 alt day open 



Cont Baking, Bates; Sweets Co, Eisen; 
Vi open alt wks 

Amer Home Prod, Bates, Ceyer; Ar- 
mour, T. Laird; Brilto, JWT; Brown 
& Wm'son, Seeds; Corn Prod, C. L. 



PROGRAM 



COST 



SPONSORS AND AGENCIES 



It Could Be \ou — cont'd. 



Art Linkletter: V-L 



Love of Life: S-L 

Lone Ranger: A-F (CBS) 

Lone Ranger: A-F (ABC) 

(9/21 start) 
Major League Baseball: 

Sp-L (last 9/28) 

Medical Horizons: D-L 
Mickey Mouse Club: J-F 



4,000ft 



10,000 wk 
14,000 
10.000 



22,000 
6,500*t 



Mighty Mouse: J-F 
Modern Romances: S-L 

Garry Moore: V-L 



20.000 
2,700ft 

3,600ft 



Miller: Alberto Culver, Wade; P6 
DFS; Miles Labs, Wade; Cen Foot 
Y&R; Chesebrough-Ponds, JWT; 
seg & 4 alt segs open 

Campbell Soup, Burnett; Kello; 

Burnett; Lever Bros, BBDO; Pill 

bury, Burnett; Simoniz, Y&R; St. 

Brands, JWT; Swift, Mc-E; Stale 

R&R; Toni, North 
Amer Home Prod, Bates 

Cen Mills, DFS; Nestle, Mc-E 

Cen Mills, DFS 



R. J. Reynolds, Esty, % spon 

Ciba, JWT 

Amer-Paramount, Buchanan; Armou 
Tat-Laird; Bristol-Myers, DCS: 
Coca Cola, Mc-E; Cen Food 
FC&B; Carnation, Wasey; Cen Mill 
Knox Reeves; Mattel, Carson Rot 
erts; Miles, Wade; Minn Minim 
BBDO; Pillsbury, Burnett; SO 
Mc-E; 8 segs co-op 

Cen Foods, B&B; Colgate, Bates 

Corn Prod, C. L. Miller; Kraft, JW1 
Sterling, DFS; Brillo, JWT; 2 al 
segs open 

Nestle, Mc-E; Campbell, Burnett 
Toni, North (last 8 13); Lever Bro« 
JWT; Johnson & Johnson, Y&R 
California Packing, Mc-E; Yardle> 
Ayer; Florida Citrus, B&B (8 2 
start); Cerber, D'Arcy (9 13 start) 
Dow Chemical, MacManus John i' 
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GRAPH 



31 AUG. - 27 SEPT! 



E>NESDAY 

IS NBC 



THURSDAY 

ABC CBS NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS NBC 



]i service 



vjrds 
Win ion 



I service 

vards 

Wtnion 



s ist 
2i 

Lucy 

I Hold 
ShcartYr 



News 
lilliM.ii id II 
all »U>I 



Sports Focus 
ill '. SI suit 



News 

SlUMi-ti Hi ii si 
alt sust 



|ohn Daly News 

SUSt 



Helen O'Conncll 
•mi 1 1. !i I) 



News 
«u.t 1 1. 11 II 



Lone Ranger 

1 1, » ISi 

Circus Boy 

(!l 111 Si Murs 
all Ki'Ilnei! 



D Edwards 
W ,|irhall 



No net service 



Sgt. Preston 
(Juaker Oati 



News 

It- >■■ n ift 2H s. 



News 

Urn. un ID 



Sports Focus 

'I 'i S lu.l 

lohn Daly News 
■uit 



Wms. Valli: News 

iu«l I. !• SI 

Tic Tac Dough 
111 12 Si lttW 
alt Warn Lumli 



Rtn Tin Tin 
Nahlico 



D Edwards 

Irown ,V W'mum 
• It II niihifi 



No net service 

D Edwards 

Urow-n A Wms ifi 
• It II III. h.p 



News 

■ Ult 



News 



0 Conncll 
Beat the Clock I News '. 

11 ltllhol) (1. 9 (,) 

Saber of London 
H' II s Sirrllng 



Flight 
Number Seven 
■uit 



Buccaneers 
ha la 1. 'j 1 1 

Perry Mason 

7 II « i 
" ■•! Si 



People Art 
Funny 
T«nl alt 
a 1 lt-snoW. 



monc 

, !) Ill 
Record 

•l.s s 



Masquerade 
Party L 0 4 
Wagon Train 

1 7 jo •< .'ill i 
) IS SI Uraiki'll 



Cowtown Rodeo 

I s 11) *i|»| 



Bob Cummings 
It. i. vol, Is (1. 9/19) 

Harbourmaster 

I 2U SI ltt'Mlol.lS 

alt >ust 



You Bet Your 
Life 
DeSoto alt 
Tonl 



Jim Bowie 

Aini-r itilrlc 



■bile. 
iury 



•ur. 
St 



Father Knows 
Best 
Scott Taper 



Cowtown Rodeo 



Climax 
Chrysler 

(8:30-9:30) 



Dragnet 

-AM alt Schick 



Crossroads 
Chevrolet 



West Point 
tJen FV*ls 



Destiny 
Oen. F*>»ls 
alt Kord 



Blondie 
Tnnl alt 
Nestle 





Durante 


Julius La Ron 




Uirl lant 1 1. ■) 7 


1- V 7) 


tba 


Perry Mason 


Perry Como 




l*uri-I alt l.lhljjr 


• 1 1 s 




ti«rn» Kuf'l 


< 9 



Life of Riley 
U-rer ltros 



tba 



2 For The Money Kltsherlejr Clark 
• t 1. 'i .1 RCA A \Vhlrlp.-«> 

Pendleton Rodeo •* jnb ; ,ra - !*"»■■ 

'•II x 111 
<;.n Mill 



.\r rr lia ry 
K fnirk 



Key Club 
Playhouse 

>f. Hin hi (1. !> '30) 

Enterprise 

'.' 6 SI SUSt 



naire 
ale 



Kraft Theatre 
Kraft (9-10) 



Theatre Time 

Armour alt 
Klmberly Clark 



Climax 



ma. for Amtr. 

sust (1. 9/19) 
OSS. 

(9;«ll SI 

Mermen 



P i aynauie 90 

Amer Gas 
alt 

Bristol Myers 



People's Choice 
Harden alt PAG 



Jot Cottcn Show 
Mr. Adams 6 Eve tit l«-rer ii, <i 131 



Colgate alt 

II J Remolds 



M Squad 
\nirr TnJiac alt 

lllshiiu (9 20 S| 



Lawrence Welk 

Dwlte 
(9101 



Calc Storm 
Nettle alt 
Helen* Curtis 



Sanders Mystcr, 
Thcalre 
I'aJni I. 9 II 
lha 9 .1 Si 1 

UM Mat fa t 



HlgB-LBW 

(1, 9 121 
The Ford Show 

(9 19 SI 
Foril 



|A Secret 

eynold* 



Kraft Theatre 



A Date With 
The Angels 

Plymouth 



Schlitz 
Playhouse 

Schlitz 



Big Moment 
u«l alt Ral«i»n 
"urlna it. 9 13) 
The Thin Man 
ruleale (9 20 S 



Lawrence Welk 



S R.O. Playhouse 
L « 31) 

Have Cun. Will 
(Travel • M < 
Whitehall alt l^Ter 



Dollar 

A Second 
Tk I 1"1 burj 
I. * .1) 



eel Hr 

\ Steel 
10 111 



This Is 
Your Life 



Focus 

sust 



Playhouse 90 
Philip Morris 
alt 

Bristol Myeri 



Lux Theatre 
111) 111 II. 9 12) 
Ifoscmary Clooncy 

(li 2(5 si U-vrr 



The Big Beat 

sust 



Undercurrent 
PAG alt 
)!rcwn A Wmson 



Cavalcade of 
Sports 
Gillette 
110 corcl) 



Country Music 
Jubilee 
Aca Chicle 
• It 

Williamson- Dlckla 



-Fox Hr 

in 

10-11) 



No net service 



Playhouse 90~ 
Klinh Clark 
alt 

A llsl ate 

111 12 si 



Texaco Command 

Si 19) (10-11) Tex 
|anc Wyman 

(9 2fi SI ltlslion 
alt lluak.r 



Pantomime Quiz 
Amer Oil 
A ITamm 
•It Time 



Red Barber 
St Firm Ins 



Country Music 
Jubilee 



Cunsmoke 
1.AM alt 
Sn*rrr Hand 
Miss America 
Pageant 9 I 
ii r;i),l?i Plillnl 



Encore Theatre 
Quaker 
alt Armour 
■ 1. « .1 



Jimmy Dean 
11 Itlshoo 
Assignment 
Foreign Legion 

■ ' ■'* " s - 



Your Hit Parade 
Amer Tntiarro 
all Trail 



PROGRAM 



Barry Moore cont'd . 



|.CAA Football: Sp-I. 
(9 '21 Mart) 

•ur Miss Brooks: Sc-F 



'rice Is Right: Q-L 



ro-Foothall : Sp-1. 
(9/8 start) 

rflfueen for a Day: Au-L 



l'j million 
for all 



Jearch for Tomorrow: S-L 
tecret Storm: S-L 
ftrike It Rich: V-L 



COST SPONSORS AND AGENCIES 

Adams 19 25 start); Vick Chemical, 
BBDO (9 17 start); Ccn Foods. 
Y&R (9 12 start) ; Ccn Mills, DFS 
(9 6 start): Sunshine Biscuit, 
Cunningham & Walsh (9 20 start) ; 
2 alt segs open 

B.-istol-Myers, DCS&S; Libby-Owcns- 
Ford. FSR; Sunbeam, Pcrrin-Paus: 
Zenith, Ludgin; (l 4 spon ca — Ntl 
Camcs 9 21 , 28) 
rerun Cerber, D'Arcy. Johnson & Johnson, 

Y&R; Nestle, Mc-E; Ccn Mills, 
DFS; Sunshine Biscuit, Cunningham 
& Walsh (9 19 start); Purcx. Weiss 
(9 26 start); Vick Chemical. BBDO 
(9 27 start); 2 da\s, 1 scg & 1 alt 
scg open 

3 170tt Lever Bros. BBDO: Chesebrough- 
Ponds. JWT; Cen Foods, Y&R; SOS. 
Mc-E; Lanolin Plus, KF&C <9 9 
start); Minn Mining, BBDO <9 26 
start); 4 segs & 4 alt segs open 
2 million Pabst. Burnett; Standard Oil, D'Arcy; 
for all National Brewing, Doner; Ballan- 

tine, Esty 

3.000tt Amer Home Prod. Bates, Ccyer; 

Brown & Wmson, Seeds; Corn Prod, 
C. L. Miller; Dixie Cup, Hicks & 
Creist (last 8 28); Miles, Wade; 
Minn Mining, BBDO; Sandura, Hicks 
& Creist (last 9 4); Stand Brands, 
Bates: Sunkist. FCB last 9 19); 
Toni. North; P&C. Compton; SOS. 
Mc-E; H W. Cossard. Weiss; Lan- 
olin Plus, KFC&C 19 9 start) ; 1 
seg & 1 alt seg open 

10,000 wk P&C, Burnett 
9,500 wk Amer Home Prod Bates 

12,500 wk Colgate, Bates 



PROGRAM 



Talc- of the Texa< Hanger: 
A-F 

Tic Tac Dough: Q-L 



True Story: Dr-L 

Truth or Consequences: Q-L 



\ aliant Lady: S-L 

<la-t 8 '161 
The Yerilirt Is Your-: Dr-L 

<9 2 slart) 

Wild Bill Hickok: A-F 



COST SPONSORS AND AGENCIES 

18,000 Sweets Co. Eiscn; Flav-R-Straws R&R 

2 500ft Church & Dwight, JWT; Kraft, JWT; 

Minn Mining, BBDO; P&C, DFS; 
Stand Brands, Bates; Tom. North; 
Amer Home Products. Ceyer; SOS, 
Mc-E; Starkist Tuna, Honig-Coopcr, 
1 alt scg open 
18.000 Sterling Drug, DFS, Vi spon 

3 450*1 Lever Bros. BBDO; Alberto Culver, 
Wade; Miles Labs, Wade: Cen 
Foods, Y&R; 6 segs & I alt scg 
open 

10.000 wk Tom, Tatham-Laird : Wesson. Fitz- 
gerald; 3 days & 1 alt scg open 

3.250** Cerber. D'Arcy; Wesson Oil. Fitz- 
gerald Swift, Mc-E. Tom. North: 
Ccn Mills, Knox Reeves. 1 day 3 
;cgs & 3 alt segs open 
27,000 Kellogg. Burnett 



Specials and Spectaculars 



PROGRAM 



Kiev en \gain-t The lee: 
Dr-F 

Mi-- \meriea Pageant: M-L 
'Texaco Command Appear- 
ance : \ -L 
Wide. Wide World: M-L 

World'- Champion-hip 
Rodeo Pendleton: ^p-L 



COST SPONSORS AND AGENCIES 

SI 10.000 Timkcn Roller Bearing. BBDO — 9 23 

SI 75.000 Philco. BBDO— 9 7 

S200.000 Texaco. Cunningham & Walsh — 9 19 



S210.000 Cencral Motors. MacManus, John & 

Adams— 9 15 
S200.000 Cencral Mills. Tatham-Laird— 9 14 



r,9 




DAYTIME 



C O 




P A 



ABC 



SUNDAY 

CBS 



NBC 



ABC 



MONDAY 

CBS NBC 



ABC 



TUESDAY 

CBS NBC 



1Q.15 
10:30 
10:45 

11:15 

11:30 
1 1 :45 



12:15 
12:30 
12:45 

1:00 
1:15 
1:30 
1:45 
2:00 
2:15 
2:30 
2:45 
3:00 
3:15 
3:30 
3:45 
4:00 
4:15 
4:30 
4:45 
5:00 
5:15 
5:30 
5:45 



Lamp Unto My 
Feet 

BUSt 



Carry Moore 
CamnlK-ll Soup 

1-erer Bros 
alt 
sust 



Arlene Francis 

sust 



Carry Moore 

Gerber (9/3 S) 
alt sust 
ria. Clt. (8/27 S) 
V. Chem (9/17 S) 



Arlene Francis 

sust 



Look Up & Live 
sust 



Arthur Codfrey 
Stand Brands 



Stand Brands 



Treasure Hunt 

sust 



Arthur Codfrey 
Mutual of Omaha 



Treasure Hunt 
sust 



Eye On 
New York 
sust 



Bristol-Myers 
Brlstol-Mvers 
(last 9/30) 



Price Is Right 
■ust 



lanolin Plus 
(9/9 S) alt sust 



Gen Foods 
(9/17 S) 



Price Is Right 
suit 

Chese- Ponds 
alt sust 



Camera Three 
sust 



Strike It Rich 
Colgate 



Truth or 
Consequences 



Strike It Rich 
Colgate 



Truth or 
Consequences 
sust 



Let's Take Trip 
sust 



Hotel 
Cosmopolitan 

(S/19 S) sust 



Love of Life 

Amer Home Prod 



Tic Tac Dough 

P&G alt 
Church & Dwlght 

Ton! alt P&G 



Hotel 
Cosmopolitan 
sust 



Love of Life 
Auier Home Prod 



Tic Tac Dough 

Stand Brands 

P&G 



Wild Bill Hickok 

Kellogg 



Search for 
Tomorrow 

P&G 



It Could Be You 

sust 



Search for 
Tomorrow 

P&G 



It Could Be You 

Chcse-Ponds 
alt suit 



Cuiding Light 

. , ran 



sust alt P&G 



Cuiding Light 

P&G 



Brillo (9/10 S) 
alt P&G 



News 
(1-1:10) sust 



Heckle & |eckle 
sust 



Stand Up & Be 
Counted 

sust 



Close-Up 

co-op 



News 
(1-1:10) sust 



Stand Up & Be 
Counted 
sust 



Close-Up 
to-op 



No net service 



Frontiers of 
Faith 

(9/15 S) 
sust 



As the World 
Turns 

P&G 



sust 



Club 60 

co-op 



As the World 
Turns 

P&G 



Virk Chem 
9/17 S) alt sust 



Club 60 

co-op 



Pro-Football 

(2-concl.) 
(9/8 S) 



ational Tennis 
Singles 

(9/8. 2-5) 
sust 



Our Miss Brooks 
sust 



Club 60 



Our Miss Brooks 

sust 



Gerber 
(9/3 start) 



Club 60 



Pro-Football 

Pabst 
Standard Oil 
Ntl Brewing 
liallantine 



Wisdom 

(9/15 S) 
sust 



Art Linkletter 

Stand Brands 



Campbell Soup 



Bride & Groom 

Toni alt sust 



Art Linkletter 

Swift (8/2 S) 
alt Toni 

Kellogg 



Bride & Croom 

sust 

Brillo (9/10 S) 
alt sust 



Pro-Football 

(to concl) 



ational Tennis 
Singles 



American 
Bandstand 

(3-4:30) 
partic & co-op 



Big Payoff 

Colgate 



Matinee 

(3-4) 
partic 



American 
Bandstand 

(3-4:30) 
partic & co-op 



Big Payoff 

sust 



Matinee 
43-4) 
partic 



(See above) 



Mr. Wizard 

(last 9/8) 

Look Here 

(9/15 S) 



American 
Bandstand 



Verdict Is Yours 

sust 



Gerber alt 
sust 



Matinee 



American 
Bandstand 



Verdict Is Yours 

Wesson Oil 

Swift (9/3 S) 
alt Toni 



Matinee 



(See above) 



Youth Wants 
To Know 
alt 

Amer Forum 

sust 



American 
Bandstand 



Brighter Day 

P&G 



Secret Storm 
Amer Home Prod 



lueen for a Day 

Lanolin Plus 
(9/9 S) alt sust 

Toni alt Brown 
& Williamson 



American 
Bandstand 



Brighter Day 

P&G 



Secret Storm 
Amer Home Prod 



Queen for a Day 
Stand Brands 



(See above) 



Zoo Parade 

sust 

Wide World 

15 S. alt wks) 

5:30) On Mot.;ts 



No net service 



Edge of Night 

P&G 

Stand Brands 



P&G 



Edge of Night 
P&G 



P&C. 



Modern Romances 

Sterling Drug 
9/16 S, alt sust) 



No net service 



la. Cit. (S'27 S) 
alt 

Chem (9 17 S) 



vlodern Romances 
sust alt 
Brillo 



College News 
Conference 

sust 



ace The Nation 

sust 



Frontiers of 
Faith 

sust (last 9/8) 

Wide Wide 
World 



Mickey Mouse 
Club 

co-op 

co-op 



Comedy Time 

sust 



Mickey Mouse 
Club 

co-op 

co-op 



Comedy Time 

Chese-Ponds 
sust alt 



sust 



Open Hearing 
sust 



World News 
Round-Up 

sust 



Outlook 
sust 



Cnra Cola 

Miles alt 
Minn Mining 



Armour 
Carnation 



NOTE: L preceding date means last date on air. S following date means starting date for new show or new sponsor In time slot. 



HOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COM PARAGRAPH & INDEX 



The netw ork schedule on this and preceding pages I 68. 69) 
includes regularly scheduled programing 31 August to 
27 September, inclusive (with possihle exception of changes 
made by the networks after presstime). Irregularly sched- 
uled programs to appear during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not listed are: Tonight, NBC, 11:15 p.m.-l :00 
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GRAPH 



31 AUG. - 27 SEP! 



WEDNESDAY 



NBC 

|ArIcnc Francis 
iijat 

iimi-im lYmlnir 
(D 25 si Wi-n 
more tl) I* only) 



ABC 



THURSDAY 

CBS 



NBC 



ABC 



FRIDAY 

CBS 



NBC 



SATURDAY 

ABC CBS 



NBC 



C.y Moort 
Hchamlcal 

■>r Broa. 



■ r Codfrey 
■oWlUlarai 

noonli 



Treasure Hunt 

• Lilt 



Arthur Codlrcy 
Ilouer .V Illark 
(1„ ■» Wl 
IS.il (It 5 S| 

nut 



Price Is RiRht 
(Sen 
•It luit 

I.tinulln Plus 
0/1 s S) >U SOS 



Carry Moore 
NrMIe ill 
li 12 Si i irii 

Srillr lit 
'.I I'.' •! (irn K...U 



Arlcnc Francis 
iu t 



Treasure Hunt 
■uit 



Carry Moore 
ifi-n Mill •> I > 

> M II llli ' . W 

Grrlwr 'J I « l 
Sun llli J M 



Joftruon & Johnson 
• It O.I Pr-klnr 
Irf-rr r 



Arlcnc Francis 



Treasure Hunt 
iu t 



Capt Kangaroo 
luit 

<9 30 ]0 30) 



Mighty Mouse 
fVrn l-i./ti tit 
fnljat. 



Howdy Doo 

OnUn»OU 

ILkinr •! 



Cumby 
KihIi Oo 



■ tol-Myeri 
f tol-Myeri 

L 

Aiopolitan 

■ IU(t 



KU fit (I- H 15) 
.\rnmur (0 2ii S) 



Price It Right 

lUlt 

Minn Mlnlnic 
(9 :'H Si oil sust 



Yardley lit 

Kl» I'll H 2J Hi 



i irn Mi I :i • Si 
• It 

V I hrm !i 27 Si 



Price Is Right 
1-rter 



It Rich 
f »te 



Truth or 
Consequences 
lust 



l-erer 



Strike It Rich 
Colgate 



Truth or 
Consequences 
lust 

Albertn Culver 
• It Miles 



Strike It Rich 
Coltite 



Truth or 
Consequences 

lien I*r»Hjl 

alt lutt 



Susan's Show 
• uit 



Fury 
flen r»«1i 
alt Ilorder 



It's A Hit 
luit 



Capt Catln 
llclnx 



Tic Tac Dough 
Am Home Trod 
alt tint 



Hotel 
Cosmopolitan 
Tunl lit lUlt 



: of Life 

Home Prod 



PAO 



Love of Life 
Viiiui Home Prod 



Tic Tac Dough 
Kraft 

Minnesota Mlnlnr 
• It PAG 



tng Light 
AO 



■ irch for 
I morrow 

■ PAO 

f 

ou 



It Could Be You 
(Sen Kdwla 
• It Armour 



Search for 
Tomorrow 
TAO 



It Could Be You 
Alberto Culver 
• It Miles 



Rrmvn A: Wrason 
• It Com Prod 



Cuiding Light 
PAO 



TAG alt 
sust 



Hotel 
Cosmopolitan 
•uit 



Love ot Life 

Amer II»me I'tikI 



Tic Tac Oouith 
SUrklst Tun« 
alt SOS 
PAO 



Search for 
Tomorrow 

PAO 



Cuiding Light 



It Could Be You 
Amer Home Prod 

•It lUlt 

PAO 
• It Corn I*rod 



Big Top 
i nt 



True Stor 
Sterllri* I)r 



Big Top 



Detective Di 
Ster nl Dn 



ews 
:10) (uat 



Up & Be 
unted 
•uit 



Closc-Up 

co-op 



News 
(1-1:10) »u»t 



Stand Up & 
Counted 
■ust 



Bt 



Close-Up 
co-op 



News 
U-l 10) suit 

Stand Up & Be 
Counted 
lint 



Closc-Up 

co-op 



Lone Ranger 
r,en Mllli 
alt Neitle 



No net servi 



* he World 
I Turns 
| PAO 

I »u»t 



Club 60 
co-op 



As the World 
Turns 
TAG 

Plllsbury 



Club 60 

co-op 



As the World 
Turns 

PAO 

Swift K 2 S) 
alt lull 



Club 60 

co-op 



No net service 

Dizzy Dean 
co-op 
(1 45 1,55) 



No net serv 



Miss Brooks 
•ust 



Club 60 



Our Miss Brooks 
Nestle >lt luit 

Sunshine Hlscult 
(9/19 start) alt 
I 'hi- .it SX- 



Linklettcr 
rer Bro* 



Bride & Croom 
•usl 

lanolin Plus 
(9 I(i S> >lt sust 



Art Linklctter 
KellotE 



Plllsbury 



Club 60 



Bride & Croom 

Minn Mining 
(9/20 SI alt sust 
sust 



Our Miss Brooks 
Gen M < »lt 

9 13 Si Oerbcr 

John* A Johns, alt 
It 27 s V. Chem. 



Art Linklettcr 
l.erer Uroa 



Swift lit 
n 9 S) Stnky 



Club 60 



Bride & Croom 
lust 



Baseball 
Icon't) 
Imer Sifety Jlaior 
Itilllp Morris 



Baseball Came 
of the Week 

(I 55-4 30) 
F«lit«IT Hrewlnf 



No net serv 
Leo Duroche 
Warmup 

co-op 



Major Leagi 
Baseball 

(2:30 -cone]) 

lt-ytv>\ ll » It 

I, rer 9 » 



Payoff 
oUate 



Matinee 
(3-4) 
pirtle 



American 
Bandstand 

(3-4:30) 
panic A co-op 



Big Payoff 
•ust 



Matinee 
(3-4) 
panic 



American 
Bandstand 

(3 t 3"' 
partlc A co-op 



Big Payoff 
Col sate 



Matinee 
(3-4) 
partlc 



Baseball 



It Is Yours 
•It sust 



Matinee 



American 
Bandstand 



Verdict Is Yours 
■ust 



Matinee 



American 
Bandstand 



Verdict Is Yours 
sust 



Gen Mills alt 
sust 



Matinee 



Baseball 



Inter Day 
PAO 

$■ et Storm 
Home Prod 



Queen for a Day 
sust 



■ Home Prod 

N of Night 
*PAC_ 

■ Ilk alt »ust 



Amer Home 
• It Corn Prod 



American 
Bandstand 



Brighter Day 
PAG 



Secret Storm 
Amer Home Prod 



Queen for a Day 
SunklsKL 9 91 
alt Mln. Mlnlne 



Miles 



American 
Bandstand 



Brighter Day 
PAG 



Secret Storm 
Amer Hume Prod 



Queen for a Day 
SOS >lt 
Cossard 



Amer Home Pro] 
• It Corn Prod 



Baseball 



PAO 



Modern Romances 
Cora Prod alt 
Sterling Drug 



No net service 



Edge of Night 
PAO 
Plllsbury 



PAG 



yodern Romances 
Kraft 



No net service 



Edge of Night 

PAO 

Ha t It « 23 s 
alt 

V ttirm 9 -7 SI 



PAG 



todcrn Romancei 
-lerllnr Drui (It 

Com Prod 



No net service 



NCAA Footb. 
(tar 11 e* S 
'i ipprta 4 4 

1:1 S 



Comedy Time 
Lever 

SOS 
•It sust 



Mickey Mouse 
Club 



Plllsbury »lt 
Am-P»r 



Com<--'v Time 
Kreft _ 
Miles 
alt Welch 



Mickey Mouse 
Club 

co-op 



co-op 



Comcdv Time 

lUSt 

Gen Fo-xls 
alt i st 



Talcs of the 
Texas Rangers 

J _i s 
Flav R -Ta»i 

swerts 



No net service 



NCAA Footb; 
i. a -I 9 SI. 
Mirn Lib 

►•TLI I'ftfd. S 

mid Z*-nfth 



FooToTn 
Scoreboard 
-I s Kent 
In prm.- 
i F.^fcal 



Bristol-Myers 
Gen Foods 



Gen M!ll< 
Gen Mill- 



Lone Ranger 
9 21 s 
Oen Mllli 



No net service 



a.m.. Monday-Friday, participating sponsorship: Sunday 
Seus Special. CBS. Sunday, 11-11:15 p.m.. sponsored by 
Whitehall alt Carter Products: Today, NBC, 7:00-9:00 a.m.. 
Monday-Friday, participating; The Jimmy Dean Shoic, CBS, 
7:00-7:45 a.m., Monday-Friday, participating; Captain 
Kangaroo, CBS. 8:00-8:45 a.m., Monday-Friday, 9:30- 



10:00 a.m.. Saturday, participating: .Vk«. CB^. 7:15-8:00 
a.m. and 8:15-9:00 a.m.. Monday-Friday. 

All times are Eastern Daylight. Participating sponsors 
are not listed because in many cases they fluctuate. 

Sponsors, co-sponsors and alternate-week sponsors are 
shown along with the names of programs. Agencies, brands, 
costs and ratings appear in separate listings on page 64. 66. 
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SPONSOR ASKS 



What are the trends in tv and radio premium offers this fall ■■ 





Thomas Bohan, premium buyer for 
Com f Hon A die nisi rig Inc., \ew York 
Premium offers experienced a slight 
decline (1.3°^) during the first six 
months of 1957 as compared with the 
first half of the preceding ) ear. How- 
ever, most of the premium suppliers 
contacted were highly optimistic of an 
increase in premium offers this fall. 
Some of these suppliers have already 
closed major deals scheduled for fall 



'' An artist's 
drawing of 
someone you 
love'' 



promotion. Radio and television is 
expected to share with print in adver- 
tising these offers. 

The strength of any offer depends 
on how well it is communicated. The 
personal touch of radio is excellent 
for depth penetration. The ability to 
demonstrate and sell premiums 
through television gives a third dimen- 
sion to a premium promotion. The 
flexibility of radio and television is 
an important consideration in sched- 
uling promotional offers. 

Based upon offers made in the last 
18 months, the trend is toward more 
upscale premiums and more adult in- 
package merchandise. 

The major cereal companies have 
reduced their use of in-package juve- 
nile premiums. It would seem that this 
move \\ ill cut down the amount of ad- 
vertising time devoted to promoting 
their premium offers. The leader in 
the field, the Kellogg Co., in announc- 
ing a reduction of juvenile in-package 
offers for the balance of 1957 stressed 
that no cutback was anticipated in its 
scheduled self-liquidating premiums — 
money and box tops. 

A study of the cash offer reqnire- 
ypnt^ in the last 18 months points up 



the trend toward higher-priced premi- 



ums. 



With rising costs, it is harder 



to find appealing premiums in the 
lower price range. The consumer is 
accustomed to paying more for just 
about everything today. So if an of- 
fer represents good value, she will be 
willing to spend a dollar or more for 
the premium. There have been several 
very successful $2.00 premium offers. 
Based upon the number of offers made 
in the first half of 1957, the most pop- 
ular premium offers were SI, more 
than Si and 50^, in that order. 

According to Premium Practice 
Magazine, the most popular premiums 
have been the games, toys, and sport- 
ing goods group. Most of these offers 
have been made by food manufactur- 
ers aimed at the juvenile market. The 
general kitchenware group was a very 
close second in popularity. The soap 
and food manufacturers were the lead- 
ing sponsors of these premiums offers 
appealing largely to women. 

The Premium Practice survey point- 
ed out that only 21.1% of recent pre- 
mium offers had a related use to the 
product sponsoring them. Most of the 
offers were beamed at housewives 
(46.1%) and juveniles (22.5% ). 

Among the current popular free pre- 
mium offers are a lipstick, hotplate 
pad, steak knives, measuring spoon, 
and a canister pack. 

In the self-liquidating category un- 
der $1, there are offers of perfume, ny- 
lon stockings, aprons, toy birds, and 
beach balls. 

The $1 and over premiums are 
headed by picnic bags, silver-plated 
candy dishes, barbeque sets, sets of 
glasses, stainless steel ware, and "An 



artist 



drawing of someone you love. 



Louis M. Hovey, Jr., Funke and Hoff- 
man, New York 
The most apparent premium trend in 
radio and television this fall will be a 
"'trading-lip" in self-liquidating pre- 
miums being offered. The cause of 



this trend is threefold as we see it. 

The first consideration is the con- 
stant growth in the premium indus- 
try as a whole. This growth, especial- 
ly during the past five years, has 
opened the way for new concepts in 
premium merchandising. For exam- 
ple, more and more premium offers 
are appearing which feature merchan- 
dise for S1.50, $2.00 and $2.50. It is 
now possible to offer a higher quality 
of merchandise which a few years ago 
w ould have been eliminated because of 
the 25<*. 50(*. and $1.00 price barrier. 

The second consideration is the com- 
petitive market. Because of the num- 
ber of liquidating premium offers that 
appear each week, large users are striv- 
ing to offer the best possible value. 
This means that "'premium buyers' are 
more selective and use more scientific 
methods for choosing a premium item. 
Thousands of dollars are spent each 
year just testing merchandise and 
much guesswork has been eliminated. 

The most important consideration in 
this new trend, however, is the un- 
predictable, unscientific "Mrs. Ameri- 
can Housewife." This woman has to 



"the unpre- 
dictable Mrs. 
American. 
housewife" 



be wooed and courted to convince her 
that she should take advantage of a 
premium offer. This can only be done 
in one way — advertising. Without ad- 
vertising. "Mrs. American Housewife" 
won't cooperate regardless of the value, 
appeal and quality of any offer. 

Premiums will have to be promoted 
more aggressivelv than ever and I feel 
that radio and tv will play a major 
part in the expansion and continued 
growth of the premium industry. 
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H. L. Bergman, ■•■ •««/»•.< /"»""'"""■ 

(,n 4 \ 4tttvrt\\i't/i term > 
In general, llu- pro*piil* fur tin- fur- 
ther growth of premium offer* made 
through broaden*! media in llir com- 
ing \e;ir ure good. 

The number of tv offer* will prob- 
lll)l\ eulllilUH" In exceed those made on 
rati in I despite radio** lower latent be- 
cause of llu* nd* aiit*i«i«*< of visual dem- 
onstration of premium items alTorded 



"the atltunhtgrs 
of vtsttal 
ilcrnurtslraliiin" 




m tv. I sc () f local t\ and radio fa- 
cilities bv national advertiser* has 
proven to lie a quirk and econoniieal 
method of testing premium* before the 
offer is made nationally. 

Kstublished patterns have shown a 
sharp rise in broadcast offers I for both 
radio and t\ ) beginning around the 
(.hristnias season and reaching a peak 
in the earl) spring of the new \c.nr. 
This pattern is likelv to continue. 

Davtiine radio and tv directed to 
women and children (chief targets of 
over 70 r r of all premium offers) will 
undoubtedlv continue to he the pre- 
dominant time period used, with ''kid'' 
premiums featuring fev\cr giveawav 
offers, and using more self-liquidating 
premiums. 

Purchase prices required in self- 
liquidating offers to women are gen- 
erallv on the increase and this trend 
should follow through in offers made 
via broadcast media. W ith consumers 
accustomed to luxury items, main 
premium users arc meeting success 
with high-priced items formerly con- 
sidered unsuitable as premium offers. 



Jack Levin, president. Lnrido Corp., 
\ elf 1 ork 

This fall promises to be one of the 
most active premium seasons in recent 
vears and it stands to reason that both 
radio and tv. the tv\o major advertis- 
in« media, will have their share of 
premium offers. Both radio and tv 
have successful!) demonstrated their 
abilitv to pull premium returns, pro- 
viding the commercial is properlv pre- 
pared so that it sells the premium 
merchandise rather than merelv men- 



tioning the offer a* an aftei I bought. 

I'o give von .1 better idea as to 
what's in stoie for the \nn-i iejin fam- 
ilv. I will mention some premium pio- 
million- scheduled for this fall. 

Children appeal: despite minor* and 
eonllirtiug reports that cereal com- 
panies ure dropping premiums, \m- 
have orders from several id the majoi 
cereal companies for free package in- 
serts jiinl selfdiqiiid.iting premium of- 
fer*, promoted hravilv on tv and radio. 

\ud for those who feel that big pre- 
mium returns are a thing of the past, 
one of our cereal accounts reeentlv 
purchased one-half million units of a 
2.~>o self-liquidator ami this morning 
we received a substantial re-order on 
this same item. We believe that alert 
tv copv was responsible for it- siicce — . 

In the adult field, "free" offer* are 
making headwav. One of our *onp 
coinpanv accounts ban u*ed over one 
million of one of our products which 
was offered free in exchange for three 
box tops. 

The growing importance of "free 
offers is understandable when one con- 
siders the present high cost of iner- 
chandise. handling charges and post- 
age. Chances arc* that by the time we 
add on fixed overhead, a 25c* pre- 
mium is the same item that most house- 
wives can purchase in their local Mores 
for that price. An adult 2oc self- 
liquidator no longer exists, for all 



ml all 25c 
self'litjiiiilfilor 




Ion fie, 



no 
exists' 



practical purpose*, and seems to 

be the lowest self-liquidator price for 
any adult offer this fall. 

We believe* that von will *ee a n 
abundance of fashion items being of- 
fered to hou*ev\ive* ibis fall and tbev 
will be offered for $1.00 and $2.00 plus 
the u*ual box tops or label*. We have 
a number of *ueh promotions sched- 
uled and know of more. W bile the 
household gadget or kitchen-aid pre- 
mium ha.* alwav* done well, the mar- 
ket seem* saturated. Recent tv offers 
include pettv coats, sweater*, bermuda 
short*, blouse*, and bosierv for the en- 
tire faiuilv. W e think that v ou will 
he seeing more of this tvpe of premi- 
um and at higher price*. 



PRIMARY 
MARKET 



400,000 people in the 
Ann Arbor area respond 
primarily to local radio. 
It's a huge market AND 
NOT ADEQUATELY 
COVERED BY OUTSIDE 
STATIONS. 



ANN ARROR 

AREA 

Includes Plymouth, 
Ypsilanti, Livonia and 
23 important industrial 
communities in Michigan. 

FIRST in PULSE 



Most recent Pulse 
indicates WHRV's strong 
superiority... 18 firsts 
(half hours) out of 24. 



WHRV 

1,000 watts abc 1600 kc 

Major league baseball, 
University of Mich, sports 
Detroit Red Wing Hockey 

6:00-9:00 A.M. Joe and Ralph, 
famous in Mich, area 



Write for special merchandising 
plan or contact: 

BOB DORE ASSOCIATES 

National Representatives 

the door it alvrayt open . . . 



Bob Dore Assoc., 420 Madison Ave.. N. Y. 17. N y 

* JUNK *B< PULII 
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Down SHREVEPORT way 

£?!,/,/, our folks 



know their 
BRANDS! 




Shown here are Fay Foppe 
and Willie Caston, KANV Staff 
Announcers, RINGING THE BELL 
for CALUMET BAKING POWDER 
in a store promotion. 

BRAND NAMES MEAN $ALE$ in 
the RICH NEGRO MARKET of the 
Shreveport area, where Negroes, 
totaling 36.7% of the metropolitan 
population, receive 43? out of every 
payroll dollar, and where . . . 

KANV IS THE ONLY ALL NEGRO 
PROGRAM STATION . . . 

Where 91,000 BRAND-CONSCIOUS 
Negro Listeners buy the brands the 
KANV PERSONALITIES SELL, over 
the air and in store promotions. 



JUMP NOW! let KANV 

RING 

THE BELL 

for you! 



Write, call or wire the KANV 
Representative in your area — NOW! 




National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Schick Inc., Lancaster, Pa., is initiating a campaign in 100 top 
markets to promote its three new electric shavers — the Powerhouse 
for men. the Oriental and Sophisticate for women. A §4.5 million 
budget for tv and print is the highest ever used by Schick for a fall 
campaign. Schedule kicks-off 4 November for seven weeks. Min- 
utes and ehainbreaks during nighttime hours will be sought; satura- 
tion frequency will vary from market to market. Buying is not com- 
pleted. Buyer: Paul Roth. Agency: Benton & Bowles, New York. 
(Agency declined to comment.) 

Colgate-Palmolive Co., New York, is entering Midwestern markets 
to advertise a dental cream. Starting date is 4 September for 19 
weeks. Nighttime minutes and ehainbreaks are wanted. Average 
frequency : five spots per week per market. Buyer: Charles Valen- 
tine. Agency: Ted Bates & Co.. New York. (Agency declined to 
comment.) 

General Foods Corp., Jell-0 div.. White Plains, N. Y., is going into 
major markets for its Chiffon Pie pudding. Short-term schedule 
will begin 16 September. Daytime minutes will be used. Frequency: 
approximately 12 spots per week per market. Buyer: Marie Fitz- 
patrick. Agency: Young & Rubicam, New York. 

Continental Baking Co., New York, is planning a campaign in 
major markets for its Profile bread. Schedule will start 16 Septem- 
ber for an indefinite run. Daytime and nighttime minutes and 
ehainbreaks are being sought; frequency will depend upon the mar- 
ket. Buying is not completed. Buyer: George Detelj. Agency: Ted 
Bates & Co., New York. (Agency declined to comment. I 

P. Lorillard Co., New York, is preparing a schedule in major mar- 
kets for its Newport cigarettes. Campaign kicks-off shortly for six 
weeks. Minutes will be slotted during nighttime hours, with an aver- 
age of 10 spots per week in each market. Buying is completed. 
Buyer: Roger Hutzenlaub. Agency: Young & Rubicam, New York. 
(Agency declined to comment.) 

RADIO BUYS 

National Shoes, Inc., Bronx, N. Y., (stores in New York, New 
Jersey, Connecticut. Massachusetts and Maryland) is using heavy- 
saturation. Minute e.t.'s will be placed daytime and nighttime, with 
690 announcements per week on 27 stations. Fall schedule will run 
until the end of the year. Buying is not completed. Buyer: Joyce 
Peters. Agency : Emil Mogul Co., New York. 

Clayton Labs., div. of Grove Labs., St. Louis, is going into scat- 
tered markets to promote its Citroid compound. Campaign will start 
21 October for four weeks. Advertiser is buying daytime and night- 
time minutes on every day of the week with heavy saturation. Fre- 
quency will depend upon the market. Buying isn't completed. 
Buyer: Betty Nasse. Agency : Dowd. Redfield & Johnstone, New 
York. (Agency declined to comment.) 




1050 kc - 250 Watts - DAYTIME 

the ONLY ALL NEGRO PROGRAM Station in 



SHREVEPORT, LOUISIANA 
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THIS IS ALBUQUERQUE 



The nation's 






in total 



retail sales! 




In case you hadn't noticed, Albuquerque. New 
Mexico is now a billion dollar market! It's the fastest- 
growing major market in the surging Southwest, 
and ranks 90th in the nation in total retail sales. 

Look at these figures: In the metropolitan area 
alone, population is up to 218, S00 (61,400 families) 
with a spendable income of more than $372 million. 

In the last year, food sales have increased 64 r 7. 
drug sales 74 r ' c and total retail sales an amazing 
62% to a new high of $290,276,000! 

And this is just the beginning! Today, business 



activity in Albuquerque is increasing at a rate three 
times above the national average! 

KOB Radio and KOB-TV are the unchallenged, 
leading media in this young, active-buying market. 
Powerful KOB, the Southwest 's 50,000-watt pioneer 
station commands the Pulse ratings just as KOB-TV 
Channel 4, is tops in ARB ratings. 

Now under the progressive management of 
KSTP, Inc., broadcast leaders in Minneapolis-St. 
Paul. KOB and KOB-TV are your best buys in atomic 
Albuquerque! 

♦SALES MANAGEMENT "Survcv of Buying Power." 
May 10, 1957 





thundering 

out of 
the West 



. . . The 26 daring Arizona Rangers tamed 
America's last wild territory. . . rounded up over 
4,000 rustlers, desperadoes, gunmen and 
swindlers at the turn of the century. All the flavor 
of the historical conflict between law and outlaw 
is in 26 MEN . . . filmed for TV on scenic Arizona 
locations capturing the impact and excitement of 
the last frontier. Producer — Russell Hayden. 





Reports am! eiuluates tint \, trends, 
opinions for film buyers and sellers 



FILM-SCOPE 



31 AUGUST 

Copyright l<»37 

sroNSon publications inc. 



Syndicated film now oeeiipie* so iiiiicIi of a l\ station's dirt that l>ro;td( a»t< r- 
feel lilt*} can get a little more finicky alioiit the menu. 

This week FILM-SO JI'K asked it- roster of Station Spotter- alwnil tlicir relation-hip* 
\ is-;i-\is «n udicators. In a word, (his is what the stations s;i\ : '"l^ct's he a little more 
sophisticated in mir dealings. Sure, wc all started out with ham ami eg<;s. Now let'- 
-harpen our tastes." Specificalh : 

1) In syndicated fare, a good pilot film in tin* best com Surer. The fact i- that 
most stations have neither the executive time nor the facilities to buy on such intangibles 
as a star s reputnlion. track rcroul of the distributor, etc. They want to sec something in 
black and white. 

2) Station decisions on film no longer are one-man. impulse jobs. Often the 
station manager, sales manager, program and 'or film director figure in the confab. Thus 
a pushy film salesman sometimes does more harm than good. 

) Stations would like a better briefing on the potential angles in a film 
which could he used as sales hooks. 

4) Merchandising is so important these days that more promotional aids on a 

continuing basis — are desirable. An original kit, without follow-up stuff, usu- 
ally is too primitive. 

5) If station's rould make their dreams come true, the ideal syndicated film sales- 
man would he a fellow who has had station experience himself. 

f>) The svndieator who romances a siiiide station in a market too ardentlv 
alienates the affections of the others. They get suspicious that a "deal"' may be afoot 
(aside from which their feelings are hurt). 



Screen Gems* Ranch Parly is starting talk about a trend toward country-type 
films. 

Offhand, there's plenU of documentation fur such -peculation. Jinuilv Dean. Pat Boone. 
Tennessee Krnir Ford and (if you want lo make the category loose enough) Lawrence 
Welk are riding a crest. America seems to be in a nostalgic mood. 

But statistics warn against a hasty conclusion. There have been less than a dozen 
major conntry-ninsie variety films in the last five years. 

Observers note that there has been a sustained appeal for this type of entertainment 
when broadcast live and featuring the latest popular tunes. But, they ask. can this 
freshness and spontaneity he retained via film? 

On the action front, it looks like the big play Mill be toward more westerns, more 
horror stuff, and more mvsteries. 



The Gray Ghost. CHS syndication scries, almost set a precedent for exposure 
over three local stations at the same time. Hut it didn't quite make it. 

Colonial Stores. Inner of the show for Richmond, thought the episodes of the Civil 
War exploits of Virginia-born Capt. John Mosby worlhv of a link-up of all three Richmond 
stations. 

However, so many problem- intervened that Colonial's good intentions couldn't be 
realized. 
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FILM-SCOPE continued . . . 



As syndicated film sales multiply abroad, a new kind nf wheel is being added to 
lilt" executive machinery — I he international tax expert. 

•Vrtuall), two related problems face him: 

1. Foreign exchange. Often a film compain want- to keep its money outside the 
U.S. for reim esfrneiil abroad, or biing it boinc by a circuitous route to get a better rate 
that way. 

2. Taxes. By establishing a "base" company in some favorable foreign spot, 
a film company sometimes can cut its tax bill on foreign earnings to the bone. It can keep 
the money working overseas, or bring it home only when its tax position here makes such 
a maneuver favorable. 

Nations with especially low taxes (or none at all) on money earned outside their bor- 
ders are known as "tax Inn ens." Panama generally is regarded as the best in this 
hemisphere and some U.S. film companies already have anchored there. 

Bibliographical note: A detailed study of this subject has just been published by 
the Law School of Harvard University (Tax Factors in Basing International Business 
Abroad; Cambridge 38. Mass.: $5). A quick check list appeared in the July issue of 
Management Digest (McGraw-Hill; 33 W. 42nd St., N.Y.C. 36; SI). Another source: The 
I nitrd Nations. 

Very much on the rise as a market for U.S. syndicators this fall is Puerto 
Kirn. 

The climate is benign: About 10% of all shows in P.R. are syndicated fare, 
and of the top 15 programs four are film imports dubbed in Spanish. Here are some 
sample.-; (Source — Telepulse, 1957 I 

RATING AUDIENCE SHARE 

Cisco Kid 52 75% 

Foro 7 (Stage 7) 51 69 

Agente X (Man Called X) 44 66 

Rin Tin Tin 40 65 

This quartet is having a real romp: Cisco Kid walloped a live competitor by over 
2\-y times: Agente X is estimated to pull 20,000 more homes than Quedo-Rovira, which 
opposes it: and Foro 7 tops Alegrias-Cast (live) by more than 25 rating points. 

\ote: Three viewers or more per set are not uncommon for films. Puerto Rico 
has 3 tv stations, an estimated 180,000 sets, and a population of some 459,000 families. 



Carter Products is making more and more syndication huvs via SSCB. but 
they will continue to be on a market to market basis. 

As explained this week to FILM-SCOPE by an SSCB buyer: "These are mostly 
opportunistic buys. In other words, we pick and choose according to how the local 
figure for syndication matches up to our appraisal of the market." 



FLASHES FROM THE FILM FRONT; Horror is having a hey-da\. A.A.P. is 
offering a m\ stcn -horror package (yet untitled I of 52 films from its Gold Mine Libran 
. . . Screen Gem's shock package of 52 films has been sold to 10 station- . . . Michel 
Kraike. producer of the classic thriller. Trader Horn, says that the half-hour series will be 
shot in London and Africa for release in fall 1958 . . . WPIX. New York, reports 20 hours 
of mystery and suspense-adventure scheduled for fall. 

CBS Newt* film has added six more stations in the U.S. and Radio Televisora Naeional. 
Bogota . . . A.A.P. reports first sale of Warner Bros, feature package in Great Britain to 
\ssociated TV, LTD. of London for $250,000 . . . NTA has purchased controlling interest 
in KMGM TV, Minneapolis St. Paul . . . General Cigar bought NTA's Sheriff of Cochise 
for White Owl Cigars in two markets thru Y&R. 
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In Houston 
the turn 
is to 




old movies 



new ones 



The Best 
. Network, 
movies 




because 
we think 
television is 
more than 



f. 



\3 





it*. 7 



* . . more 
than just 
riding the 
network! 




AND HERE'S FURTHER PROOF! 



M.iy ARB Shows — 



KTRK-TV First in Prime time — 6-10 
p.m. Monday thru Friday 



KTRK-TV First in Nighttime — 6 p.m. 
to Midnight Monday thru Friday 



KTRK-TV First in Nighttime — 6 p.m. 
to Midnight Sunday thru Saturday 



KTRK-TV Leads With Top 3 Shows and 
Five of Top 10 in Houston! 



HOUSTON'S 
BEST BUY 

KTRK-TV 

CHANNEL 




THE CHRONICLE STATION. CHANNEL 13 
P. O. BOX 12, HOUSTON 1, TEXAS-ABC BASIC 
HOUSTON CONSOLIDATED TELEVISION CO. 
General Manoger, Willord E. Wolbridge 
Commercial Manager, Bitt Bennett 
NATIONAL REPRESENTATIVES: Geo. P. Hollingbery Co. 
500 Fifth Avenue, New York 36, New York 
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Tampa - St* Petersbur 



Now 10th in retail sales per capita 

— as stated by U.S. Department of Commerce! 

Dominated by WTVT 

— ask your Katz representative for the latest ARB! 




34th in Total Retail Sales 39th in Food Store Sales 31st in Drug Store Sales 

(Up from 36th previous year) (Up from 44th previous year) (Up from 33rd previous year) 
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>L • twin cities off -the South 




13rd in General Merchandise Sales 29th in Automotive Sales 35th in Service Station Sales 

(Up from 37th previous yeor) (Up from 34lh previous yeor) (Up from 39th previous year) 

(Source: Sales Management Survey of Buying Power, 1956 & 1957) 
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News and Idea 
WRAP-UP 



ADVERTISERS 

Acquisition of the J. B. Williams 
Co. by Pharmaceuticals, Inc., an- 
nounced formally last week, adds 
a substantial line of nationally ad- 
vertised brands to those already 
manufactured by the company. 

Williams manufactures and distrib- 
utes Aqua Velva, Kreml Hair Tonics 
and a score of other nationally ac- 
cepted products. Pharmaceuticals mar- 
kets Geritol, Sominex and Serutan 
among others. 

Plans are to continue J. B. Williams 
under present management as a sub- 
sidiary of Pharmaceuticals. The pres- 
ent network schedule of the parent 
company (Twenty One, NBC; To Tell 
the Truth, CBS; and a new panel show 
What's It For, starting 12 October on 
NBC, could afford ample room for 
the Williams Division products. 

Pharmaceuticals is a heavy air 
media advertiser, Williams (up until 
this point) is not. 

Helene Curtis has announced ap- 
pointment of McCann-Erickson, 
Chicago, as agency replacing 
Earl I nd gin & Co. for the firm's 
Sprav Net and Shampoo Plus 

George Factor, Helene Curtis vice 
president, also announced a realign- 
ment of products among the com- 
pany's other two agencies: 

Gordon Best & Co. will handle 
Suave, Suave for Men, Lentheric, 
Curtis beauty shop products as well 
as a new men's product to be an- 
nounced shortly. 

Edward H. Weiss agency will 
handle Stopette deodorant, Enden 
Dandruff Treatment Shampoo, Kings 
Men Toiletries and Lanolin Discovery 
spray hairdressing. 

H. J. Heinz "Once in a century" 
campaign (built on the coinci- 
dence of 1957 and "57 varieties" 
slogan) will climax with a new na- 
tional promotion set for fall. 

The 1957 Jamboree Pennant Sale, 
promoting the leading Heinz products, 



will he kicked off with extensive con- 
sumer magazine advertising and the 
firm's two network tv shows, Captain 
Gallant and Studio 57. 

Heinz Condensed Soups and new 
pack Ketchup will be heavily support- 
ed by the television effort. Maxon, 
Inc., of Detroit, is the agency for 
Heinz grocery products. 

Reynolds Metals Co. will launch 
an ambitious campaign this fall 
based upon research confirming 
the superiority of aluminum foil 
as a bread wrap. 

A consumer magazine series will 
kick off the drive to educate the bread 
industry (and the housewife) to the 
advantages of foil wrapped baked 
goods. Commercials on Reynolds' Cir- 
cus Boy and Disneyland (which the 
metals firm co-sponsors beginning 
September 11) will be seen by an esti- 
mated 60-million tv viewers. 

In the heat of August U. S. Steel 
is making its final plans for Op- 
eration Snowflake. The promotion 
campaign is geared again this year 
to 26,000 retailers and the sale of 
major appliances as Christmas gifts 
for the family. Heavy tv and news- 
paper advertising will back the mer- 
chandising with the theme "Make it 
a white Christmas . . . give her a 
major appliance." Free promotion 
kits go to all retailers. Agencv is 
BBDO. Pittsburgh. 

Advertiser appointments: Robert 
M. Van Briindt has been named ad- 
vertising manager of the hearing aid 
division of Zenith Radio Corp., 
Chicago. He has been tv advertising 
manager of Motorola for the past 
five years. 

At General Electric, Richard D. 
Kennedy has been named to the new 
position of advertising and sales pro- 
motion manager of the receiving tube 
department in Owensboro, Ky. He 
directs advertising, sales promotion 
and publicity for both original equip- 
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The Sepia Station 
1000 WATTS 600 KC. 

New Orleans 

Mort Silverman— Exec. V. P. & Gen. Mgr. 
Gill-Perna, Inc.— Nat'/. Rep. 



incut and distributor sale-* for all 
[y\nm of lubes. 

Golg at e - Pa 1 in ol i v» Go., Mew 
York, names G, Gillwrl Own an 
general sales manager of its toiletries 
division. II. I\ McGlnrc lias hern 
named to the new position of general 
sales and promotion manager of food 
and drug store chains. Their appoint- 
ments are part of the company's di- 
visionalization program which began 
carl\ this year. 

AGENCIES 

Five-way promotion is being intro- 
duced in iWw York liv Keach. 
MeGIinton & Go. with its new 
monthly house organ Reading Matter. 
It chats informally about employees, 
some of the campaigns, marketing 
theories and scuttlebutt originating at 
the water cooler. 

There's a pnsscl of new client ap- 
pointments of agencies this week. 
Among them: I'. Lorillard Co. con- 
solidated all of its cigarettes — Old 
Gold. Kent and Newport — into one 
agency, Lenncn & Newell, which 
previously serviced only Old Gold. 

Most Powerful Twins 

CJON-TV d r£ 

V&mm4\§ 
Arqcntid 





300.000 



' 'Captive Newfoundlander* 
and latest B B M &hows , 
85% of all greater St.John* 
homes have TV Sets 



Consolidated Film Industries, a 
division of Mepnblie Studio*., to Tilds 
«.% (^nit/., Li w Angeles . . . Procter 
«.V Gamble's American Family Prod- 
ucts to Tatliam-l>nird, Ghieago . . . 
.Mutual llcncfit Fife lii-nrnnre 
Go. to Grunt Ailvertisin,*, New 
York, with an expanded advertising 
and promotion plan in pin-pert. 

I)n\is Products to Frank Wright 
National Corp., San I' i'Hnci«.eo, with 

dim'iuHiion of tv and radio ai ig 

media for u«r in *oH . . . Perpetual 
Savings ami Loan Assn. to llcck- 



man, KohlitK, Inc., new I.o- An- 
tilles agenev below.) 

'I here are several nes> changes 
this week for \oiir agency li"tf, 
too, as three new ones come on 
the scene. 

Phil Field, for rl\ of Lew San- 
der- \d\ ei ti-'nif.', ha- opened Field 
Advertising in Chicago. lie will 
specialize in consumer packaged 
gonds ... In Kan-a- Git\, a four-oine 
has formed Avery. Heel, llolloway 
and .McDonald Ath erti-ing. They 




/ *\ 



BEAUMONT 



ORANGE 



PORT ARTHUR 




Angling for greater sales in the 
Beaumont-Port Arthur-Orange 

area? You need the only facility 
covering this oil-rich market 
of 1,000,000 prosperous Texans- 
K F D M Beaumont Radio & TV 



CBS 
ABC 



- '-^^ See PETERS-GRIFFIN-WOODWARD, inc. 



WEEO ^ C0.U.$. 



5T0VIN- CANADA 
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A pictorial review of local 
and national industry events 



^ PICTURE WRAP-UP 




Over 350 guests, including press, clients, New attraction on WPST-TV, Hal Morgan, WGAR d.j., milked a prize 

advertisers and dignitaries attended WLW-TV's Miami, will feature a boxing match Holstein at Cuyahoga County Fair and lis- 

color debut of Ruth Lyons and her 50-50 Club between Phyllis Kugler (r), Women's teners reported that from the sound effects, 

at the Netherland-Hilton Hotel in Cincinnati Champion, and Barbara Buttrick he was really doing a bang-up job of it 





Unerring judgment of New York account executives is borne 
out in their selection of June Cook as Miss Washington of 1957 
in a WWDC contest. Judges (1. to r.) Thomas Comerford, 
Y & R; William Groome, Ted Bates; William Dollard, Y & R 




Young ballooners had a treat when Shari Lewis carriaged up and 
down Fifth Ave. in p re-show promotion for Hi Mom on WRCA-TV. 
over 1,000 helium-filled balloons were given away to passers-by 



Pretty Corny. Seventh annual corn field day at WHDH, Bos- 
ton, is announced by farm and food director Joe Kelly (with 
bell). Kelly kept corn fresh in wading pool, cooked and served 
it throughout the day to WHDH personalities, staff, guests 
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are Jimirs A. Awry, Kuv l\ Keel, 
Hob HuIJoway mul \Vur<l ,Mc- 
Donald, nil former e\eeuti\es \%ith 
Cn tic* Ad\ ertisinj; Ap,diu\ then'. 
Th rut; Carter officers will >-er\e o- 
coiisiiltanN to the iipw grmiji: 
CI Ml lies (filter, Josephine Ihililin 
and IVrH Klcmp. with AKIIXM 
continuing to .*er\iee several account* 
handled formerly l>> Carter. 

Another rdio|» to open in Los 
Angeles is lieekmim, Kohl it/.. 
Inc., with partners Milt IieekiiKin. 
former owner of Becknian, Hamilton 
& Assoc.. nnd Kddic Kolditz. found- 
er of the Kdwards Aj;eiie\. 
Aftenrv personnel eltstilgeg: Colin 
II. John has heen named account ex- 
ecutive in charge of Vauxhall motor 
car advertising at AlacManus. John 
& Adams, Detroit. He continues as 
associate account man on I'ontiae . . . 
Robert C. .Muck is now \.p. in 
charge of tv and radio at Grant Adver- 
tising. Detroit. . . . Tom Kaufman 
joins Henry J. Kaufman and Assoc.. 
Washington, in the public relation- 
division . . . Robert J. Hooper is 
manager of the ser\ ice department at 
Ge)er Advertising, New York, and 
Angelo T. Cozzi has heen manager 
of print production. 




OVER A BILLION $ 

EFFECTIVE BUYING INCOME 




AND ONLY ONE 
TV STATION IN THIS 
37 COUNTY MARKET 




iNrw to Viidrr .oii-McComicll in 
Hollywood: Joseph W. I Inrhi-on. 
Jr., a- manager of industrial advertis- 
ing from JaiiiM C. (iallmwn Co.; 
VTillrtMli \{. A\erill nieilical and 
drug ettpj chief from llerln I'.. Hill 
Vdvertising; Kli/uhclli Ktirrar a- 
librarian and research te< huiciau 
from Simon \ >chu*lrr. 

Jerry \V. Ream has been named 
\.p. in charge of the cmt-umer « 1 1 \ i - 
-ion at Klau-\ an I'ielerHoiii-Dnnlap, 
Inc., Milwaukee. One of four ili\ i~ion- 
al heads, he direct- ad\ rrti-iug and 
uierchaml isiti" on all eou-iimer ac- 



count- . . Krv» in II. klnii* is the 
new >au l**i aurtMo iiinriagfi of The 
h^-hen (.<>., replaeinj; Donnhl K. 
Keruin \\ln< ha- ic-i-jncd . . . \t 
Kn-tor, I -arrell, (,ln-l.\ v \ Clifford, 
New ^ork: James I'. Barrett join- 
the acruiiiil group aftei working at 
l.euneii \ Newell and Henton \ 
Bowie-; Marion Vkin- Yell now 
head- t\ and radio tralbc after work- 
ing at ();_'il\\. lieu-oil \ Mather and 
I he Blow ( '.it. 

Jaine* J. Ward ha- -et up hi- own 
bu-ine-- a- a -ale- eujiineeriii" con- 



FOR UNMATCHED COVERAGE OF 
STEUBENVILLE-WHEELING 



52nd TV Market 



WSTV-TV 




CBS-ABC • 234. 500 WATTS 




OHIO/W. VA. 




Hair TaUWiion Associoltt, <tp. 



HERE ARE THE FACTS: 

STATION — Covers 320,957 TV homes in 30 counties of Ohio and W. Virginia. 
62% more tower — 53,538 more TV homes than the Wheeling station. Lowest cost per 
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of 
1,125,500 TV homes, including Pittsburgh. 

MARKET — Center of U.S. steel, coal and pottery, industries. Fastest growing 
industrial area in the world. 1,418,800 population. More than $2 billion yearly pur- 
chasing power. Center of the Upper Ohio River Valley, rich in natural resources. 
Includes the highest paid industrial workers in the world. 

Ask for (1) Showing of new color slide film, "How to Make Money in the Steel Market." 
(2) Chart, "How to Measure Your TV Results." (3) "Directory of Retailers and Wholesalers in 
Steubenville-Wheeling Market." 

WSTV-TV 

STEUBEN VILLE, OHIO : * J*?**! 1"* M, "" T Cf "» 

WSTV. «TVTV. Steubenvllle, 

CHANNEL 9 234,530 W UTS \ koof, kooe-tv. Joolin, 

Represented by Artrj-Kiudil, John I. L»m, Exec. V P. ind Gen'l. Mp 4 Rod '. ^^'d!?^ C ^ rXlburt 

WPAR. Pirkenburi 

Gibson. Njfl. Sis Mgr.. 52 Vanderbia A«e, N.Y.C.. Mumjr Kill 3-6977 . wit Pittrtur|h 
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Right from the horse's 

To make sure you say what you Furthermore, you schedule to best 

mean . . . mean what you say I— advantage, save time and money 

put your message on film . . . check — when you use EASTMAN FILM, 

and recheck it with real live audi- For complete information write to: 

ences before it's finally aired. Then Motion Picture Film Department 

there'll be no "fluffs"-no fault to EASTMAN KODAK COMPANY 

find with what's said and done. Rochester 4, N. Y. 



Be sure to FILM IN COLOR . . . you'll be glad you did 




! mouth ! 

East Coast Division 
I 342 Madison Ave. 

New York 17. N. Y. 

Midwest Division 

1 30 East Randolph Drive 

Chicago 1, 111. 

West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 

or W. J. GERMAN, Inc. 

Agents for the sale and 
distribution of Eastman 
Professional Motion Picture Films, 
Fort Lee, N. J.; Chicago, III.; 
Hollywood, Calif. 



sultant in Chicago lifter Misigmng a* 
general manager of tin- l.u* \ng<lc.s 
oUu'c of Arthur Meverhoff \ Co. Hi* 
is being i ^placed 1>\ Joel Benton, 
former e.wuthe \ ice president of 
("uli", r ijii'r, Rii^iiw 

New vice president at Leo Bnr- 
licit Co.. Chieaigu, if* Jack Kopp, 
a brand supervisor who started with 
the i-otnpain two years ago a* an ac- 
coiint executive. He was a marketing 
account cxeeuth e at Needham, Louis 
& Brorby. also Chicago. 

NETWORKS 

Bowling, which has ilnnc rather 
well on the film sy ndietitioii eir- 
en it, will get network tv coverage 
this season. 

American Machine \ Foundry lias 
bought the Sunday H-.30-0 p.m. spot 
on AUG TV for Bowling Slurs. Tin- 
show starts 22 September. Fletcher 1). 
Richards is the agency. 

Hack in 1956 NBC TV tried a bowl- 
ing show. Xalional Howling Cham- 
pions, sponsored by W hite Owl in the 
Sunday 10:30-11 p.m. spot. This show 
lasted through the summer and into 
the early fall. After that the network 
ceased programing the late Sunday 
time slot. 

The ABC Tv bowling show is the 
fourth sports program set in the new 
fall line-up. 

Here's the current tally of the 
regularly scheduled sponsored 
nighttime network tv shows hv 
types : 



Adventure 


6 


Comed* 


2 


Hour Drama 


5 


Half-hour Drama 


9 


90-niinute Drama 


1 


Hour Music 


1 


Half-hour Music 


2 


Hour Mystery 


2 


Half-hour Mvstery 


o 

O 


Quiz-Panel 


11 


Situation Comedy- 


19 


Sport 


4 


Hour \ ariety 


8 


Half-hour Variety 


11 


Hour W estern 


4 


Half-hour Western 


14 


Miscellaneous 


o 
<> 



While CBS TV and NBC TV are 
busy filling in the open spots in 
the fall nighttime network tv 
schedules with snstainers. ABC 



TV is hohling it* iiiiprogiMincd 
lisilf-hranrn open. 

\BC I \ ' ur n-nth ha* }; half-hours 
1 1 pen. 

CB> I \ s [wo sii-tainers that ft!! out 
its evening line-up- are: l*ht\hou\r <>j 
\ly\t*»ry, Tuesday I * > :.*i<>- 1 1 p.m. and 
Assignment Foreign Legion, Saturday 
10:30-11 p.m. 

NBC T\ is using My Friend Fliclca, 
Sunday o:30-7 p.m. and A'«/ ''King" 
Cole, Tuesday 7:3041 p.m. to plug up 
the holes. 

Here's an interesting switch: John 
A Stearns, long-lime tv producer, 
has turned to radio. Stearns has been 
named an executive producer for the 
American Broadcasting .Network and 
will be assigned to handle the new live 
musical programs planned by the ra- 
dio network. Most recently he has 
been producer of NBC TV's Arthur 
Murray 1'arty and before that was pro- 
ducer and director for Armstrong 
Circle Theatre. Steve Allen Show and 
Fare Emerson Show. 

Foe ns on personalities: Harry C. 
Fobs and Aaron Beekwith have 
been named account executives for 
\BC TV. Folts comes from Ameri- 
can's radio arm and Beekwith from 
VTA where he v\as director of busi- 
ness development . . . S. William 
Aronson has been appointed admin- 
istrator in the cost control unit of the 
American Broadcasting Co. Aronson 
moves up from director of sales sen 1 , 
ice for the American Broadcasting 
Network. 

Color notes: Four of NBC TV's 
nine college football games, including 
the Army -Navy classic, w ill be color- 
cast this fall. 

REPS 

Blair -TV is mailing a specially 
prepared 'Time Change Cnide 
Map' to timehnyers and other 
agenev personnel throughout the 
country who are faced with the 
bi-annual time change problem. 

The guide will show the statu- of 
major cities with special information 
concerning the numerous exceptions 
which make time change- a big head- 
ache to the industrv. 

Larrv Snrlcs. formerly Eastern 
manager for radio. NBC Spot 
Sales, has been promoted to the 



87 




Only ONE is atop the 

Continental Divide 

Serving both the Atlantic and 
Pacific Sides of America 



KXLF - TV4 



Montana 



East— The Wolker Co. 

West — Pocific Northwest Broodcosters 



How High 

Ms UP?/ 



00 N'T SLIP, MAN! 
1,049 FEET ABOVE 
SEA LEVEL, 1,010 FEET 
ABOVE AVERAGE TERRAIN. 
MAN, THAT'S OUR NEW TOWER 
GOING UP, WE STARTED 
JULY 24+*' 
TARGET DATE SEPT. |7*l/ 



, MAN, SWING POWER , 
IS UP i 894, 880, 000 J 
JH THE 'HtW METAL. 
EMPIRE" TOO \S 



newly created post of Manager of 
New Business. New job will free 
the sales executive of administrative 
details so he can concentrate fully on 
the development of new spot television 
business. 

Eslher Kauch has been appointed 
Midwest Sales Development Man- 
ager for John Blair & Co. Miss 
Kauch comes to Blair from the Leo 
Burnett Co., where she has supervised 
timebuying for International Harvest- 
er, Convert Kice, Marlboro and the 
Tea Council. 

The rep company points out that 
her appointment is to keep pace with 
Chicago's growing importance in ad- 
vertising placement, especially air 
media. 

Seymour "Hap" Eaton has been 
named a television account execu- 
tive in the New York offices of 
Peters, Griffin, Woodward, Inc. 

Eaton joins the rep firm after four 
years with NBC Television Films in 
Chicago where he was North Central 
Sales Supervisor. Prior to that asso- 
ciation, he was in varied advertising, 
public relations and promotion capaci- 
ties for RKO Radio Pictures. 

RADIO STATIONS 

WGH, Norfolk, Va., is hosting a 
special seminar on the Multiplex 
question on 26-27 September at 
the Hotel Chamberlin, Old Point 
Comfort, Va. 

Pros and cons, technical and busi- 
ness sides of the Multiplex picture will 
be discussed. Also demonstrations of 
transmitting and receiving equipment 
will be on display plus an opportunity 




"KRIZ Phoenix says you do gift 
wrapping." 



"THE SQUARES" 





MOM POP 

(Adults who can buy) 

LISTEN TO 



KITE 



"Cool Cats" Get Their 
Kicks Elsewhere 

More So*V; (XttfoWAT 

Mommies and Papas Listen 
Daily to KiTE Than To 
Any Other Station: 



hon* 

(- Kl 



NCS #2 



Call Avery-Knadel, Inc. 



Montgomery's No.l 

Radio Station 

WRMA 

Serving 200,000 Negroes 



^y^nnounced the 
^Appointment 

JUDD SPARLING 

as Station Manager 
AND 

EVERETT - MC KINNEY, INC. 

as National Representative 



"WDSM-TV 

NBC* ABC Channel 6 

DITLUTH-SUPERIOR 

National Representatives 
PETERS, GRIFFiN, WOODWARD 
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to observe reception up In 3D miles 
from the transmitter. 

A novel pnlilie nf rviw» itltui passrd 
on liy WAIT, Hiiiiiinjjlumi. wm the 

hnmdeasting of the annual Alabama 
High School All Star basketball and 
football games with some 50 Alabama 
high schools as "sponsors." 

The games originated and broadcast 
h\ WAIM were also carried on 36 of 
the state's radio stations. Kach sta- 
tion invited principals and superin- 
tendents of the high schools to use 
all announcement periods to inform 
listeners of the work, and activities of 
the local schools. 

WAIM along with the Birmingham 
News made the games available with- 
out cost to one radio station in every 
Alabama town and city. 

WBAL, Baltimore, came up with a 
coup this month when it signed the 
May Co., department store, to a 52- 
week contract. The station says this 
is the first long-term pact between any 
Baltimore store and a radio station. 

New call letters for some Bartell 
stations: WYDE will be the new call 
letters for WILD. Birmingham, come 



EXPECT RESULTS 

(and you'll get them) 

when you present 
your product over 

I KSMO-TV 




191,000 watts 

KMSO-Tv 

TRANSMITTER 
100 MIIE RADIUS 
ATOP 

TELEVISION 
MOUNTAIN 
ELEVATION 
7000 FT. 



Labor Day (2 September I . \\YDK is 
tin; sister station of WAKK, Atlanta, 
and the two Bartell Croup stations 
have come up with a "natural" in the 
wa\ of a promotion angle; the Souths 
WVDK V WAKK radio team. This past 
week has seen an extensive promotion 
campaign for the WYDK \V\KK duo. 
The WILD call letters now go to the 
former WBMS, Boston, another of the 
Bartell Croup. 

Idea at work from W'DC^ . M'mne- 
apolis-St. l'anl: Local ma\ors from 



SELLING 

WESTERN 

MONTANA 

Motby't, 
Inc. 



the 
ONLY 
SINCLE 
MEDIUM 
selling ALL 
Western 
Montana 



surrounding vities and Minnesota 
lowm aie taking over part of the Don 
Kelh show I he's the Morning Mayor 
of the Twin Lilies I to talk about safe- 
t\, welcome n i-iturs and appeal for 
current clmrih drives . . . .Meredith 
Publishing Co., Des Moines, has an- 
nounced purchase of kllMC. luLa, 
subject to 1' CC appro* al. 

New affiliation.*: \\<>K<>. Mbany, 
this week heroines nil affiliate of the 
American Broadcasting Network. 
WOKO was established in 1921. 



MISSOULA, MONTANA 



WHLI 

"THE VOICE OF LONG ISLAND' 



DELIVERS 

A Major Independent Market 
NASSAU COUNTY 



j POPULATION- 


1,180,000 


10th 


among 


U.S. Counties ] 


■ BUYING INCOME 








a Total 


$2,928,340,000 


8th 


among 


U.S. Counties j 


• Per Family._ 


$ 8,503 


5th 


n 




i RETAIL SALES 


$1,534,786,000 


11th 


n 


// // i 


' Food Store 


$ 403,423,000 


9th 


n 


// // i 


' Auto Store 


$ 252,922,000 


11th 


// 


// // 1 


J Lumber, Bldg., 










» Hdware 


.$ 113,879,000 


5th 


// 


// // i 


1 Apparel 


$ 113,070,000 


13th 


// 


// // i 


j Gas Stations 


$ 86,967,000 


10th 


n 


II H 1 


' Furn. House etc. 


$ 81,857,000 


14th 


// 


// // 1 






.Sates ManaKCinent, May 



One station WHLI has a larger daytime audience in the MAJOR 

LONG ISLAND MARKET than any other station! 

SOON WHLI WILL INCREASE ITS POWER TO 10,000 WATTS 

WHLI 



Big Bonus Coverage 

( Nassau, parts of Queens, Suffolk Cr Brooklynl 
Population _.. 3,063,135 
Net Income . $6,730,794,000 

Retail Sales $3,365,152,000 




HEMPSTEAD 
LONG ISLAND, N. Y. 



Paul Codofsky, Pres. & Cert. Mgr. 
Joseph A. term. Exec. VP Sales 



Represented by Cill-Pe<na 
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[ c * on ZJSS *»N 

K ^J> HAVEN*f y °"j 

SPECIALIZED NEGRO 
PROGRAMMING 

Wilh 100% Negro programming per- 
sonnel, KPRS it effectively directing 
the buying habits of its vatl, failhful 
audience. Your tales message wastes 
neither time nor money in reaching 
the heart of its "preferred" market. 
Buying time an KPRS is like buying lhe 
only radio station in a cammunily of 
127,600 active prospects. 



1,000 W. 1590 KC. 

KPRS 

KANSAS CITY, MISSOURI 
For avai/abi/ifies call Humaaldl 3-3100 

Represented Nationally by- 
John E. Pearson Company 



Antony Lb Towers 




MUCH (or your money 



on WK0W-TV 

You make over twice as many 
sales impressions for your dollar 
when you choose WKOW-TV in 
Madison. For the greatest num- 
ber of unduplicated network 
homes at the lowest cost per 
thousand your best buy is 
Channel 27. 




ABC in Madison, Wis 



TV STATIONS 

Local color programing continues 
on a steady increase. Latest tv 
station to originate its own color 
shows is WLW-T, Cincinnati. 

Currently carrying 9 hours of net- 
work color (NBC TV), the station this 
month started eight and a half hours 
of local color. 

Idea at work from WFBG-TV, 

Altoona-Johnstown: a New York to 
Johnstown, Pa., airlift of research 
executives from leading ad agencies 
for on-the-scene survey of tv coverage 
in the area. 

New affiliations: KVH-TV, Ama- 
rillo, Tex., has signed as a primary 
affiliate of ABC TV. The station will 
he in operation before the end of the 
year . . . KELO-TV, Sioux Falls, S.D., 
has become affiliated with CBS TV. 
The station with its two satellites, 
1 KDLO-TV, Florence, S. D., and KPLO- 
TV, Reliance, S. D., serves the eastern 
half of South Dakota. 

People in the news: Charles Har- 
riman Smith has been retained by 
KDAL-AM & TV, Duluth, to conduct 

| a special market research project . . . 

I Gene C. Gaudette, former regional- 
local sales manager for WRAL-TV, 
Raleigh, N. C, has been named gen- 
eral sales manager for WAVY-TV, 

j Norfolk, Va. Other additions to the 

I WAVY-TV sales staff are: Charles 
"Chuck" Palmisano, Edward Bon- 
ham and Catherine Basnight as ac- 
count executives . . . Jim Richey, 
formerly with KLMN, Denver, has 
joined KBTV. Denver, as an account 

I executive. 

FILM 

The oldest feature film theatre 
telecast over WGN-TV s!arts its 
I ninth consecutive year of features 
on Sept. 1. 

Jim Moran's Courtesy Theatre, a 
pioneer on Chicago tv. premiered on 
August 28. 1949. with Frederic March 
& Janet Gaynor in A Star Is Born. 

Set count in Chicago was only 50,- 
000 and 4,000 were in taverns. Moran 
did bis own commercials, a practice 
he continues to this time. Courtesy 
Theatre has consistently been rated 
among the top 10 shows in Chicago. 
I dominated only by network produc- 
tions. 



TERRE HAUTE, 

Indiana's 2nd Largest 
TV Market 




BOLLING CO. 
NEW YORK 
CHICAGO 
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Pulse 
March '57 



© 



• _ 

N eg r o Ratings 

Morning 
Afternoon 
and 
Night 

Results 



in 



Among Birmingham's long term 
radio advertisers. Hill Grocery 
chain, a WJLD advertiser for 6 
years without interruption says, 
"We at Hill's want to congratulate 
you and your radio station on the 
fine job in the last 5 or 6 years. 
This medium has really paid big 
dividends." 



WJLD 



AM 
FM 



BIRMINGHAM, ALABAMA 

The Nation's Finest 
Negro Radio Station 

Represented by FORJOE 



riia's Mid-Central Valley 

it's IMWWC! 

FIRST 

-Both Pulse & Nielsen 

' PULSE, Stadon Area Shares: 
KRAK 23% Sta.J 7% 
St..N 16% Sta.G 6% 

■ - Pulse 
] - Nielsen 




KRAK s ^ an 



Station 
J 



Station 

G 



NIELSEN, Daytime Weekly Listeners: 
KRAK - - 79.458 Sta.J ---48.868 
Sta. N -- 59,907 Sta. G below min. 

(NCS-"2) 

KRAK — FIRST in ratings, coverage, 
programming, promotion, merchandis- 
ing, selling! 

KRAK 

AsV your Headley- Reed man ... or call 
Alan Torbet, HO 4-455 1 . Stoclton. Calif. 



Ncw-t «!C Kc-iicwh: 7.\\ Hiflhituy 
I'utrol ;;<•!>• it* >ccuiicl-\ r;n renewal l>\ 
Bidlauliue for .~>2 m cck dutible-expu- 
*ure on \\ IM\, N'.Y. . . . Tlw ,\r-« 
Adventures of Martin Kane placed 
.sixth anion" loy !»j ndicated films 
<-< >i 1 1 1 >»-t i ii «i in 22 market* . . . Scrrrn 
(»t"iiift report* its II ollytcood Serial 
I'urudc are now sold in .")2 inarkrts 
. . . The Habitant Soup Co.. .Man- 
chester, \. II., bought The Cray Clmst 
for several major New Rutland mar- 
kets, including Boston. The show de- 
buts on WRZ-TV. 16 October, 10:30. 
11:00 p.m. . . . (»nild films reports 
sales in France and Knglnnd in tin: 
past two weeks. French deal included 
Liberaee, Frankic Laine & Florian 
ZaBacli series . . . A. A. P. announced 
sale of Cold Mine Library to \\ G\- 
TV, Chicago, the third major sale to 
that station in less than a \ear. Also 
a meeting of all sales personnel at the 
Kdgewater Beach Hotel, Chirago, 27- 
2<> August. 

People on the move: Harvey L. 
Kichter appointed Northeast Account 
Supervisor for Official Films . . . Ahhy 
Hand has joined Rogers, Cowan & 
Jacobs, as account executive on Ziv 
TV Programs, Inc. & \\ oriel Broad- 
casting System . . . Richard W. Iluh- 
hell & John A. Bulling appointed 
business representatives for Interna- 
tions News Service. 



FINANCIAL 

Stock market quotations: Follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week before. Quotations sup- 
plied by Merrill Lynch, Pierce, Fenner 
and Beane. 





T(i,-s. 


T(ie>. 




Slock 


20 Aug. 


27 Aug. 


Change 


A eiv 


York Stock Exchange 




AR-1T 


22' s 


16 r \s 


-5' 2 


AT&T 


172 r, s 


172^1 


+ 's 


\vco 


6% 


6> 2 


- 's 


CHS "A" 


29 r, s 


28-\ 


-IV, 


Colombia Pic 


19 


18 


-1 




17*4 


16*i 


-1 


Paramodnl 


33' 2 


33 7 s 


+ *s 


KC\ 


3P 2 


33 


~V« 


Slorer 


25' 4 


2-Pa 


- % 


20th Fox 


26 


26' s 


+ H 


W arner Bros. 


21's 


22 


+ T s 


wVslinghoiisc 


61 7 s 


62' s 


+ 


American Stock Exchange 




Allied Arihls 


3'4 


3'» 




Assoc. An. Prod. 9 7 s 


9\ 




C&C Super 


15/16 


15/16 




Dnnioni Lab? 


V-2 


■\% 


- »; 


Guild Films 


2"s 


2 ~* 




NTA 


8', 


7 7 s 


- a s 




ON THE RICH 

Amorillo, Copitol of the Golden 
Spread, is growing and pro- 
gressing wilh the best of the 
metropolian markets in the 
greal Southwesl. lis papulation 
has increased over 76 % since 
1950. 

• Effective buying income 

$254,444,000. 

• Annual wages per family 

$6,541. 

• Mdilory payroll $24,000,000 

annually including m litary 
ond civilian employees. 
Get in an lhe Big Buy on Big 4, 
Amarillo s specialized television 
stotion. 

CONTACT ANY KATZ MAN 

KGNC-TV 

Channel 4 

AMARILLO, TEXAS 
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FOR OVER 10 YEARS 



very year for more than a decade SPONSOR 
as gone up in advertising pages. 




1946 1947 1948 1949 1950 1951 1952 



THIS UNPARALLELED RECORD OF GROWTH 



IS NO ACCIDENT! HERE'S HOW IT HAPPENED 



i 



OTHING BUT 





7L608 



1953 



1954 



1955 



1956 



1957 



No magic formula — just a simple ease of an increas- 
ing number of advertisers discovering that adver- 
tising in SPONSOR pays off.* 

SPONSOR spotlights its editorial content 100% to- 
wards advertisers and agencies — and really hits the 
target. So much so that SPONSOR'S 1956-57 fiscal 
vear recentlv ended showed advertising volume of 



'Write for the factual record of 
WOLF, WBAY, KPQ, WTXL 
and Storz in sroNSOR. They'll 
show ho\r you can build your 
spot revenue in your market. 



$1,000,000. 



SPONSOR 



"Our greatest challenge . . . 

the development of men" 

Ralph Cordiner, President, General Electric Company 



"Few expenditures we can make are more 
important than those for education. A well- 
educated person produces more and consumes 
more, makes wiser decisions at the polls, 
mounts a stronger defense against aggression, 
and is better able to perform the grave re- 
sponsibilities of American citizenship. 



"Freedom needs educated people. So do busi- 
ness and industry. I earnestly ask you to 
support the college or university of your 
choice in its planning for expansion and a 
stronger faculty. The returns will be greater 
than you think." 




If you want more information on the problems faced by 
higher education, write to: Council For Financial Aid To 
Education, Inc., 6 E. 45th Street, New York 17, New York 



- HIOHER EDUCATION 




KEEP IT BRIGHT 



Sponsored as a public service, in cooperation with the Council for Financial Aid to Education 
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What's happening m U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



31 AUGUST 
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Three of I he fifteen members of tin* Semite ( loninicrce ( !oiiiiuittee (which 
has jurisdiction over the FCC] and broadcasting I got together on lln« floor of the Seriate 
this week to gjv& subscription tv a thorough blistering. 

They agreed that the FCC doesn't have legal power to siiilliori/.e the system and 
that Congress should make mire the FCC won't. 

Sen. Charles K, Potter (R., Mich.) stai "led the hall rolling h\ charging that the push 
for pay-tv is from equipment manufacturers and the motion picture people. The 
film industry, he said, would like to transform living rooms into theatre- for the exhibi- 
tion of stockpiled films. 

Later Sen. Spcssard Ilollard (D.. Fla.) broke in to say that TV has had a 
severe impact on film theatres, that Congress has twice granted tax concessions to a if 1 
the theatres, and that pay-tv would undo what Congress attempted, lie said '*it would 
practically assure the destruction of most of the motion picture industry." 

Potter then switched around to saw "The Senator is correct. It would put nut of 
business all the community motion picture houses, in which we take a great deal of 
pride. They could not stand this kind of competition." 

Sen. Strom Thurmond (D., S. C), who has introduced a hill to prohibit pay-lv. 
noted that the Potter remarks summed up many of the reasons win Congress should pass 
his bill. Potter told him. "1 shall work with the Senator, as a member of that subcom- 
mittee, to make sure that hearings are held on that hill next January." 

Sen. Frank T.ansehe (D., Ohio) told the Senate that approval for the system would 
mean good programs would be available only to those who can pay for them "and 
pay tv will have a monopoly." 



The Internal Revenue Service has issued a ruling which may plague those 
who buy tv stations for large sums: 

The ruling holds that network affiliations do not qualify for depreciation al- 
lowances under the tax laws. 

Apparently the ruling was prompted by the Westinghoiise purchase of WPTZ- 
TV. Philadelphia, for S8.500.000 in 19-53. Westinghoiise said the NBC affiliation 
accounted for S5 million of the value of the station and wauled to depreciate it 
over 5 years. 

IRS noted that affiliations usually persist over long periods of time, since it is to the 
advantage of the network as well as the station. 

Even if it is cancelled, this is no greater blow to a station than would be loss 
of a principal customer bv a company which ha- only one or two customers and in 
such cases there are no tax concessions. 

The same ruling held that local and national spot advertising contracts arc not 
subject to the depreciation allowance. These were likened bv IRS to business goodwill. 

IRS said this ruling ha c nothing to do. one wav or another, with a situation under 
which "a taxpayer sustains a deductible loss upon termination of a network affili- 
ation contract where it continues in the broadcasting business."" 



The tv industry chalked up $897 million in broadcast revenues alone in 
1956. up 20.4% from the preceding year, the FCC reports. Industry profit- before 
taxes were S190 million vs. S150 million. 

The networks and their 15 owned and operated stations accounted for $442 
million of 1956 gross revenues fup from $374 million) and $85 million of net before Fed- 
eral income tax fup from $68 million). 
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Television's top formula-crime detection- 
gets a powerful new twist in 

"DECOY" 

the- all new, action-packed series 
that reveals, for the first time, the thrilling 
adventures of New York's women police 

in uniform and in fascinating disguise 
-from rags to rubies ... as they fight the vice 
and crime that threaten America's biggest city. 
Based on actual cases . . . filmed on the 
streets of New York for authentic realism ! 

starring 

BEVERLY 
GARLAND 

Hollywood and television's fast rising star, 
soon to be seen opposite Frank Sinatra in 
"The Joker is Wild"! 

produced by the makers of 

The Big Story 
T-Men in Action 
The Man Behind 
the Badge 

famous for top sponsor results . . . 
highest production standards. 

call the man from: 

# OFFICIAL FILMS «. 

^ 25 West 45th Street . New York 36. New York 
L^-*-*'*" PLaza 7 0100 

REPRESENTATIVES IN ; Beverly Hills, 
Chicago, Dallas, San Francisco, 
St. Louis, Boston, Atlanta, Philadelphia 
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Sfi 



Cleveland 



Hartford 

Lbs Angeles . . 

New York . . . 

Philadelphia . 
Phoenix . . . 

Pittsburgh . . 
San Francisco . 



5 1 



. IwBZ-TV f 

. . . . WGN 
'.\.. KYW 
. . . .WTIC 
. . . KTTV 
.... WPIX 
. WPFH 
. KPHO 
. . KDKA-TV 
. . . . KPIX 



. r $600,000 SOLD IN 
- FIRST TWO WEEKS! 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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New names arc being added daily to t lie* list of bidders for tv rights to the 
I ire- 19-18 Paramount Pictures library. 

Latest entry: Eliot Hyman. who has just taken over the reins of Associated 
Artists Productions f which handles the Warner Bros. pool). 



In the agency business — where the game of musical chairs is a way of life — Conijiton 
points with pride to the fact that the majority of its executives did not come 
from other agencies. 

\ recent survey of 53 v.p.s, account executives, and department heads shows that: 
28% started their careers with Compton and still are there; 32% came from 
client ad departments; and 40^ came from other ad agencies. 



It's no secret that the big Hollywood film studios are taking substantial losses 
in commercial film making. 

A sales executive for one of the studios made this typical promise to an agencyman 
this week: "We'll meet any bid you get and even better it. We need a backlog." 



Tv advertisers are boring to find the water they suspect is in many network 
program packages. For instance: 

\ West Coast ad manager demanded (and got I a cost breakdown for a show sub- 
mitted bv a network. He questioned a $3,000 item and was told it was the customary 
fee collected bv the booking office for a star. 

The item was rejected, and at the network's bidding the booking office 
yielded. 

Latest approach from one of the we*ll-get-it-for-nothing-if-you-pay-us-a-fee 
boys was pitched at the Asphalt Institute. 

His letter to the Institute not only contained a promise to get thousands of free men- 
tions and showings of asphalt roads but contained this passage: "It will do you more 
good than any paid advertising campaign." 



At main a Madison and Michigan Ave. luncheon table, frustrated broadcasters, 
reps, and agency men take refuge in the game of "miracles." You're supposed to 
dream up a situation which would be gratifying but which — unhappily — never will 
occur. Here are some current samples: 

• A media director, who talks about "creative" buying, orders his staff to disregard 
all ratings. 

• An advertiser who scorns "track records" when — at his bidding — the agency has 
submitted a list of prestige programs. 

• A tv-radio department director who admits that the programing strategy of anoth- 
er agency on the same account may be worth appraisal. 

• A timebuyer tells a rep salesman: "I used poor judgment when I discarded 
your package and gave the order to the other station." 

• A rep salesman tells a timebuyer: "I don't think the availabilities I've got will 
do the sort of job your campaign needs." 

• A station teletypes its rep: "Don't worn about not landing us a spot in that satura- 
tion campaign; you can't get 'em all." 
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ARMOUR 

{Continued from /iM£«' 13 1 

both producer anil retailer and it **• e»~\ 
for n producer t<> get into t food 
business. 

"There arc still a lot of small pro- 
ducers starting in a garage without 
much capital investment. The average 
supermarket slocks more than 3.000 
labels and only a few do/en are na- 
tional. Ma\heonl\ l()0"etan\ ather- 



tlSUl' 



Advertising i- 



not the criterion 



and it's not as mandator) for foods as 
for soap. ^ on get nowhere in soap 
without advertising." 

Another problem in meat market- 
in';: "The small price difference in 
meat products perhaps a pennv on a 
pound of hacon won t support a lot 
of advertising. Then. too. the retail 
store has taken over as the responsible 
part) and it no longer offers shodd) 
merchandise. People haw learned that 
the) get what the) pav for." 

These marketing differences show 
up in television sponsorship. Dial has 
traditional!) had exclusive or semi- 
exclusive sponsorship of its t\ proper- 
ties. Rut the national meat items and 
related products have shared programs 
under a complicated rotating and mul- 
tiple sponsorship arrangement. 

Skillin is the coordinator when two 
or more divisions use a common t\ 
vehicle. Commercial time is committed 
to h\ the product divisions before a 
purchase is made so there s no prob- 
lem of allocating commercial time af- 
terwards. Ski llin also does the shuf- 
fling when a di\ision manager asks for 
more or less time or an exchange of it. 

In the last several seasons Armour 
has sponsored a varied assortment of 
shows and personalities: Garrouay at 
Large, It Could Be ) on, Pride of the 
Family. Perry Como. In most cases it 
has sought identification with a pop- 
ular personalit). 

When it comes to programing. \r- 
mour leans to light entertainment and 
variet) as contrasted with hcav v dra- 
ma, quiz or W estern. 

What is Skillin's thinking about tv ? 
This is a snmmarv. 

Tv is risky: Regrettablv. network tele- 
vision is a fairly large risk. The price 
is high in terms of total advertising 
budget, the nighttime contract is for 
a year and the network can guarantee 
nothing in the vvav of audience. There 
is nothing to prevent another network 
or local station from taking the audi- 
ence away without giving am notice. 



! 



tool, oqojjaj 

V 



Buy Channel 




See Your Katz Representative TO OA Y 



CHANNEL 



\ 




NEW ORLEANS 



<2) 



IN THE 

CRESCENT CITY 
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W hat would he like to see develop 
ii>. tele\ i^iou ? Even though some of 
the;-e de\ elopiiients might end up 
I)ooiiieraii<;iiijj. he'd like to have a 13- 
week cancellation clause. He'd like to 
•select hi* own markets without having 
to accept a ba^ic network, and he'd like 
the program charges for a network 
packaged show to he related to the 
audience delivered. 

The advertiser, in Skillin's thinking, 
takes too hig a risk for the amount of 
dollars he has to spend on nighttime 
network tv. Ilis final ohjection : re- 
newing an October start daytime show 
on the first of March, particularly 
when the show is on a 52-week firm 
contract. 

JTe believes if networks and stations 
hope to enjoy their past prosperity 
they must intensify their efforts to at- 
tract and to hold viewers. That's win 
audience promotion is important to 
Armour. Competition for the viewer's 
favor becomes stronger as more sta- 
tions come into a market and as the 
attraction of tv as a novelty decreases. 

This is why Armour does its utmost 
to sell its own sales organizations and 
its dealers on the value to them of 
the company's advertising program. 



The personal touch : Identification 
with a popular tv personality and a 
strong merchandising program are be- 
ing matched in the upcoming new 
show, The Big Record. 

I he program, with Patti Page as 
mistress of ceremonies and performer, 
will introduce the stars who have made 
a popular recording a hig success. The 
show is budgeted at $50,000 a week for 
talent. It kicks off 25 September with 
\rmour as co-sponsor (with Pet Milk, 
with which it shared the Cobel show 
for three years) on alternate weeks for 
26 weeks. The station lineup is 10!! 
currently and may go as high as 150. 

Miss Page won't do the commercial*, 
hut "'We hope she'll set 'em up and 
take 'em out" says James W. Cameron, 
vice president and account supervisor 
on Dial at FC&B. 

He hopes to work w ith her as he has 
with Cobel and Como in showing the 
star performer "We have a fun prod- 
uct and one which is very interesting. 
This way we get more entertainment 
mileage even though it takes more time 
and is harder to do. We like to work 
with the star and the producer, as well 
as the writers, in order to get the most 
impact and the most meaning from our 
commercial situations." 



f|By all accepted standards 
KSTN leads all stations in the 

BIG STOCKTON, CALIFORNIA MARKET! 

Station Audience Shares 
Monday through Friday 



PULSE — May 1957 


7AM- I2N 


I2N-6PM 


7AM-7PM 


KSTN 


32% 


28% 


29% 


Station B 


20 


20 


20 


Station C 


4 


4 


4 


Station D 


9 


12 


1 1 


Station E 


6 


7 


7 


Station F 


17 


15 


16 


Misc. 


12 


14 


13 


HOOPER — April-June 1957 




7AM- I2N 


I2N-6PM 


KSTN 




39.8% 


30.3% 


Station B 




14.7 


24.9 


Station C 




2.2 


4.1 


Station D 




7.9 


10.7 


Station E 




4.6 


5.1 


Station F 




10.3 


7.9 


Station G 




7.0 


6.6 


Station H 




3.3 


2.1 


Station 1 




2.5 


1.4 


Other 




7.9 


6.9 



KSTN 



STOCKTON, CALIFORNIA 

Music • News • Personalities 
Represented by Hollingbery 



Armour's biggest selling point about 
its products — whether it's to a high- 
priced network star or to a budget- 
conscious housewife — is that its items 
are "distiuctiv ely and desirably differ- 
ent. " So says Skillin, adding: "L T nless 
the product is really different, it can 
be easily substituted for another simi- 
lar item. You need a speciality item 
to really make gains, and we think 
we've got something special in every- 
thing we make." 

Copy appeals: Here are just some of 
Armour's multiple-product line which 
he identifies as being "distinctively 
and desirablv different. " 

Dial soap was the first deodorant 
soap on the market in 1949, and it has 
been backed consistently with heavy 
radio and television advertising. 

Armour s broad-breasted turkey is 
trussed in a different manner and the 
tendons are pulled. Miss Wisconsin 
cheese is packaged by a special patent- 
ed process which prevents spoilage in 
an air-tight container. Cloverbloom is 
the only churned margarine on the 
market as all the other are rotator 
made. Dash dog food, unlike many 
competitive products, contains liver 
and has from its inception. 

Pan-O'-Gold, a new item now being 
test marketed, is a breaded, buttered, 
battered whole chicken stuffed with 
Pepperidge Farm bread crumbs dipped 
in 93-score butter and frozen in an 
aluminum pan for quick cooking. 

These consumer -appealing differ- 
ences, says Skillin, show up in every 
Armour product — and these same dif- 
ferences give the company its copy ap- 
i peals. 

Compain advertising specialists 
work on the theory that all purchases 
are rationalized consciously or sub- 
consciously. They attempt to provide 
that rationalization. 

Most of the television advertising 
this season will hit three product lines: 
Dial and the soap division: the sau- 
sage division; the dairy, poultry and 
margarine division. The soap divi- 
sion, as contrasted with the other two, 

I has a "high degree of autonomy'," says 

J Skillin. 

David L. Duensing is manager of 
Armour Auxiliaries' marketing and ad- 
vertising department. Duensing, for 
his division, and Skillin for the rest 
of the divisions make recommendations 
for specific advertising and sales pro- 
motion budgets on the basis of market 
need rather than past sales in that 
particular market. ^ 
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1 o u Might Bicycle A, in .77-J/.J Seconds'" ~ » 

HUT . . . YOU NEED WJEF RADIO 

TO SPEED UP SALES 
IN GRAND RAPIDS! 



HOOPER RADIO AUDIENCE INDEX 
Metropolitan Grand Rapids, Michigan 
November, 1956 Thru January, 1957 







WJEF 


B 


c 


D 


E 


Others 


7 a.m.- 


2 


noon 27.1 


19.2 


17.5 


15.7 


10.7 


9.7 


12 noon 


6 


p.m. 25.6 


13.8* 


23.2 


17.2* 


9.6 


14.7 


"Adjusted 


1(1 


compensate 1 /or the* 


fact that 


Stations 


It and 1) 


sign 


off at local 




J/te yj'c/'-c, f/'/a/ioa 



wkzo-tv — grand rapids-kalamazoo 
wkzo radio — kalamazoobattle creek 
wjef radio — grand rapids 
wjef-fm — grand rapids-kalamazoo 
koln tv — lincoln, nebraska 

Associated with 
WMBD RADIO — PEORIA. ILLINOIS 



\ew Hoopers, left, prove that WJFF pet* the bipeest share of the 
Metropolitan Grand Rapid* radio audience, aU day long! 

In the morning, WJEF delivers 11 .2' r more listener* than the next- 
■best station jor only 7' i more money! 

hi the afternoon, WJEF delivers I0.3 r o more listeners than the 
next-best station- jor 27 r < LE>$ money! 

\-k \\er\-knodel for all the WJEF farts. 

WJEF 



CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 

Avery- Knodel, Inc., Exclusive National Representatives 

*In 1899, Charles Murphy rode a mile on a bicycle behind a train in 57-/ iy trconds. 
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ALL TEN 



OF THE 



TOP TEN 

PLUS 
24 of the 

TOP 25 

ON 

WSAZ-TV 



In the June 1957 ARB 
survey of the 110 county 
area served by Huntington 
Charleston television . . . 

WSAZ-TV PROGRAMS 

ARE 

WAY OUT IN FRONT 

1 THE FORD SHOW 

2 THE PERRY COMO 
SHOW 

3 YOUR HIT PARADE 

4 THE LORETTA YOUNG 
SHOW 

5 THE CHEVY SHOW 

6 THE PEOPLE'S CHOICE 

7 FATHER KNOWS BEST 

8 THE STEVE ALLEN 
SHOW 

9 TWENTY ONE 

10 THIS IS YOUR LIFE 




HU/NTI/NCTOM-CHARLESTON. W. VA. 

Affiliated with Radio Stations 
WSAZ. Huntington 6 WKAZ. Charleston 

LAWRENCE H. ROGERS. PRESIDENT 
Represented by The Katz Agency 



Reps at work 




Phil D'Anroni, Weed & Co.. radio sales. sa\s. "I'm a fellow with 
great respect for audience ratings. But there are main instances 
where programs and /or stations with lower ratings can do a better 
job than those with higher ratings. It all depends on the kind of 
audience the advertiser is seeking and the type of product, service 
or idea he's selling." Basic po- 
tentialities. Phil points out. can be 
worked out strictb by program 
analysis — even in the absence of 
ratings. For example, sports pro- 
grams appeal mostly to male lis- 
teners, dajtime serial dramas get 
a mature female audience and 
d.j. s capture the attention of teen- 
agers. "Of course, there's over- 
lapping." Phil says, "but we can 
predetermine bulk cross-sections of 
audience types in simple fashion. 

There s no need for slide-rule breakdowns. We know the types of 
audiences we want and how to reach them. A share-of-the-audience 
figure is important only w hen \ our potential buyers have no dis- 
tinct character. But in seeking special groups, the smaller, selected 
audience can usually ring the cash register bell more often than the 
larger unselected audience with fewer potential consumers. 



Jerry Molfese, H-R Television, New York, feels that "Media peo- 
ple are more and more consulted on matters of basic marketing 
strategy on a policy-making level and permitted to participate in 
campaign mapping conferences. It s evident today that media 
people have an in-depth knowledge of not only purely media con- 
cerns, but are familiar with long- 
^^^^ range objectives and policv con- 

, .^^^^^^^^ siderations of their clients, from 

Jv 1 production problems and merchan- 

fflL I dising framework to the all-impor- 

| tant marketing area — distribution 

^1 and sales." Jern thinks it's this 

% growing understanding of their cli- 

^^^^T^^BSP^ ^^^^^ ent s problems and goals that's 

^^^Hl JHk minimizing the necessity for mak- 

^^^^B M j^^^^^^M an( ^ enabling 

|j gg^ | buyers to make selective, creative 

bu\s tailored to fit the marketing 
strateg\ . "XaturalK. there have been main beneficial long-range 
effects." Jern sa\s. "As media rose in prestige, morale accompanied 
it and buyer turnover reduced correspondingly. This trend has been 
further intensified by the increased average tenure of media person- 
nel, w herein the\'\e had time to get acquainted with the individual 
markets and can treat them in terms of their own requirements." 
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SURVEY RESULTS ARE COMPLETE: 



KSTP Radio is FIRST with 
Twin City Housewives! 

In July, 1957, a telephone survey of Twin City housewives was 
conducted by Research Associates, an independent St. Paul organi- 
zation. Randomly selected calls were made to 508 homes in Minne- 
apolis and St. Paul — proportionate to the number of telephone 
subscribers in the two areas. 

The replies of 388 housewives to the question "What radio stations 
do you regularly listen to" were analyzed by Research Associates 
under the direction of Dr. Roy Francis, Professor of Sociology and 
author of several articles and text books on scientific research 
methods and statistical inference. 

HERE ARE THE RESULTS: 

33.5% chose KSTP 
30.5% chose Station B 
23.2% chose Station C 



Clearly, Twin City housewives prefer KSTP over all other radio 
stations in the area! 

For further information on "The Northwest's Quality Station" 
— your best buy in the market— contact a KSTP representative 
or your nearest Petry office today! 




if 

MINNEAPOLIS • ST. PAUL Bask NBC Affiliate 

"The Northwest's QUALITY Station" 
Represented by Edward Petry & Co., Inc. 
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HERALDS A 



REVELATION 

1 1 1 1 1 1 1 n 



FOR 



WSAU-TV 




%>\V drum's squires, THE 
MEEKER CO, INC, have 
just proved beyond a dragon- 
shadow of a doubt that 
WSAU-TV is a good buy. 
Bit ^rurn invites you to 
"round-table-it-up" with the 
MEEKER MEN for this vi- 
tal, fast moving, fact reveal- 
ing presentation. 



toffau* 




WAUSAU, WIS. — 

OWNED AND OPERATED BY 

WISCONSIN VAUEY TELEVISION CORP. 



Tv and radio 
NEWSMAKERS 




Allen M. Woodall, president of Radio 
Columbus (WDAK, Columbus. Ga.) bas 
been appointed chairman of tbe executive 
committee of the Radio Advertising Bu- 
reau. Woodall succeeds Ward D. Ingrim 
as bead of the seven-man committee. In- 
grim who was formerly with KHJ. Los 
Angeles, recently relinquished the chair- 
manship after acquiring some West Coast 
television properties. The new chairman is widely known through- 
out the southeast United States for his active interest in civic and 
business affairs. Woodall has been closely associated with the RAB 
since its inception in 1951. He is known for bis management and 
promotional ability exemplified by bis promotional "grand slam"' 
several y ears ago when station-sponsored representatives grabbed off 
tbe Miss America title and national Soap Box Derby in one year. 



5> ~ 



Eliot Hyman has been elected president 
of Associated Artists Productions Corp. **r—r*. 
Hyman has been president of York Micro- 
stat Corp. for tbe past 12 years. York 
Microstat aided importantly in the devel- 
opment of micro-film for engineering use. 
He succeeds Louis Chesler as president, 
svith Chesler continuing as chairman of the 
board. Hyman founded Associated Artists 

Productions. Inc. in 1947. That company was acquired by Associ- 
ated Artists Productions Corp. in 1956 through an exchange of stock 
and is now a wholly owned subsidiary and functions under tbe 
name of A. A. P., Inc. A. A. P. acts as the parent company's distribut- 
ing arm for cartoons and feature motion pictures to television. 
Hyman bas extensive background in production and financing of 
major feature films such as: "Moulin Rouge' and "Moby Dick.'' 

DeWitt O'Kieffe bas been named vice 
president, creative planning at Leo Burnett 
Co. 0 Kieffe formerly was vice president 
of the agency s tv commercial department. 
His appointment is a reversal of the trend 
to recruit creative heads from the ranks of 
print people. A tv commercial writer 
taking over may reflect acceptance of the 
status of tv as the number one media. 
OKieffe is one of the founders of the firm and is a member of tbe 
board of directors and agency plans board. He started his career 
ill the advertising department of L. S. Avers department store, 
Indianapolis. Then he joined Homer McKee Advertising in the 
same city. In 1930 he went to Erwin Wasey, Chicago, as a copy- 
writer. In 1935 he joined Burnett. O'Kieffe is an active member 
of the Improvement of Advertising Content Committee of the 4A's. 
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GIVES PERSONAL SERVICE TO 



o: 



WHERE A MILLION PEOPLE ENJOY LIFE (1) IN SMALL CITIES, (2) ON 

BIG FARMS. A SERVICE AREA, ACCORDING TO NIELSON, OF 59 COUNTIES. 
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Radio can't relax now 

This is a fabulous spot radio year. The published figures 
put spot 37.9% ahead of last year in the first six months of 
1957. Privately some reps calculate this business may go 
10 or 50' ( ahead if the bull market this summer runs 
through the rest of the year. 

But radio s comeback isn't built on bedrock yet. 

If stations slacken the selling, promotion and programing 
pace they have now reached, a reversal can follow. 

The wise station operator will plow some of his profits 
back into programing developments and into continued pro- 
motion of the post-tv radio concept. 

There is plenty of work still to be done. 

We find in check-ups with ad men that radio's story has not 
penetrated everywhere; that radio's present prosperity rests 
on a relatively narrow base. 

There is need particularly to establish the concept that all 
stations today are not alike, that the really heads-up station 
has a distinct personality — even if its programing fits under 
the umbrella term ' "music-and-news." 

The wise station will seek to explain what is unique about 
its personality to the advertiser. 

The wise station will continue to develop the uniqueness 
of its personality through program investments. 

If anything set radio up for a fall in pre-tv years, it was 
a tendency to stand pat in programing and promotion. 

The wise station having passed once through the eye of the 
needle, won't let it happen again. 

"Good buy" 

The other night we saw a commercial aimed at children on 
a pre-midnight feature movie program. We thought the com- 
mercial misfired in general and in that time slot in particular 
it was handicapped. Yet the spot was undoubtedly regarded 
as a "good buy" by agency and client alike on grounds of 
audience and cost-per-1.000. Apparently the fundamental 
concept that it's not how many you reach but how many you 
sell is -till overlooked even by those who know better. 



it 



THIS WE FIGHT FOR: As the new tv season 
starts, misunderstandings about ratings will 
multiply. Ao matter how long you're been in 
the business, resolve to double-cheek before you 
talk ratings — the easiest of all tools to misuse. 



lO-SECOND SPOTS 

McElroy: Now that an adman is Sec- 
retary of Defense, there's a whole 
batch of ''Neil McElroy stories" mak- 
ing the rounds between Shor's and 
Louis & Armand. Typical questions: 
"/ wonder whom hell make brand man 
on the Navy?" and "Is it true he's 
planning a test war in Guatemala?" 

Only a rose: Cherheard in a florist 
shop on Madison Avenue — '"1 want to 
send a dozen roses to inv wife: six red 
ones for passion, six white for purity- 
Boy, doesn't that sound like a regu- 
lar tv commercial !" 

Convincing: The new monthl) house 
organ ( Reading Matter ) of Reach, Mc- 
Clinton Agency reports that Bill Ship- 
ley, the announcer who does Pruden- 
tial s tv commercials, has just "ar- 
gued himself" into a $100,000 policy. 
Spellbound by his own sales pitch, no 
doubt. 

Cook-out: On 15 September. Boston 
station WBZ-WBZA is throwing what 
it claims to he "the world's largest 
clambake."' It may well be to judge 
by the food they're ordering: 4.800 
pints of clam stew, 200 bushels of 
clams, 5.000 lobsters. 5.000 ears of 
corn, 0,000 pounds of sweet potatoes. 
200 watermelons and 500 gallons of 
coffee. Let s hope noboch forgets to 
bring the portable radio! 

Chuckles: They're trying to discover 
new comedy writers again. This time 
it's the \ational Laugh Foundation 
that proposes a "'comedy development 
center to spawn new humor talent. 
First lesson they should teach the 
young tv funnymen is how to keep 
laughing when the ratings go down. 

Blasts off: After eight years of sell- 
ing cereal on Duniont television. Cap- 
tain Video goes off the air. Sort of 
swallowed up by space and time. 

J. D.: Phil Cowan, of Screen Gems, 
was lunching with a friend shortly af- 
ter the recent sale of SG's horror se- 
ries. Shock, to WABC-TV. New York. 
"'Let's hope Shock isn't one of those 
wild bits that will influence kids.' said 
the friend, "and send them out dig- 
ging up graveyard?.."" Phil assured the 
friend on that score, then added. "But 
better they dig up gra\ ey ards — it'll 
keep em off the streets." 
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*IN THE 75-COUNTY PIEDMONT NORTH CAROLINA AND VIRGINIA MARKET REACHED BY WSJS-TV 

CALL HEADLEY-REED FOR THE BIGGEST, RICHEST MARKET IN THE SOUTHEAST 




vuo 

IN DELAWARE VALLEY 




NEW PERSONALITIES 
NEW COVERAGE 
NEW POWER 






CHANNEL. 
W ILMINGTON • PHILADELPHIA 



What an opportunity for a timebuyer! 
Now 7,000,000 people can see the 
bright new VUE on Channel 12! Our 
powerful new transmitter . . . located 
just across the river from Philadelphia 
. . . blankets the Nation's 4th richest 
market. Greater sports coverage, the 
Big 50 Movies, top-rated half-hour 
syndications and favored local per- 
sonalities like Pete Boyle and The 
Selbys are building audiences fast! 

For the first time in years you can 
grab a television FRANCHISE in the 
Delaware Valley . . . if you act fast. Get 
a good VUE of the new VUE today! 

SALES OFFICES : 
New York 

625 Madison Ave., Plaza 1-3940 
Chicago 

230 N. Michigan Ave., Franklin 2-6498 

San Francisco 

111 Sutter Street. Sutter 1-8689 

Represented Nationally by THE KA17 AGENCY. INC. 




